

football ■oil! biinj n<>« litlcneri lo independent! (lee paje 4) 



Block programing: hoiijst thijig in radio 
How advertising ag&nfoie rate in research 




I lie |>u»>ug(' of liiiii' li:is iiIwuns Ixn-ii one iif the 
most iiii|)orlaiil factors in liiiiiiaii oxisloncc. 

Siiirr |)rciii:>loric i-ciill/.alioii llial llic ^'iiii 
rises and sols willi clcrniil rc^iilaril y. nian lias 
(icinaii(icd a incliiod of nicasnriiij: lime. Fnnn 
aiiliipiily, llic hour ^lass was ronsiilorod a roli- 
aldf way — and one whose trifkliiifi sand had 
salisfied lhroii;;h ccniuries ihe iiee<l for a roufih 
a|i|>roxinialion of an hour. 

Hnl linio — in a husier world — has heroine a 
roinniodily lhal rules life more closely. The need 
for a finer more dependalde nieasiirenicnl is ines- 
rapahle. Today, cunlrolled hy llie unwavcrin<; 



ae<-uracy of the slais. lime si-jnals are railiated 
refinlarly from llie F.S. Xa\al Ohservalory in 
\\a$liini!lon. These de|>endal)le |>ulsalions are llie 
|ireeisioii slaiidard hy which a nalion rcfiiilalcs 
ils clocks and ils life. 

\eeiiraey and depcndahilily are essenlials, loo. 
of llie seven Fori Indnslry slalions. Localed in 
seven lea(liM<: niarkels. from .Michi<:an lo Florida, 
ihey serve 20,000.000 people wilh a dej)end- 
ahilily huill all ihc surer hy two dccailc.s of hroad- 
caslin;; experience. 

Lislcner or advertiser, you can depenti on a 
Fori Induslry Slalion. 




THE FORT INDUSTRY COMPANY 

\V>PD, Toledo, O. • WWVA, Wheeling, W Va. • WiMMN, FairnionI, W Va. 
WI.OK. I.iiii.n,0. • WJIJK. Detroit, Mi. h. • WAGA, Atlanta, Ga. • WCBS, .Miami, Fla. 
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")o/i ran bank on a 
J-'orl Iniluslry Station" 
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BEER'S 100 G'S 
REFUSED FOR 
WORLD SERIES 



NBC'S NEW KEY 
PROMOTION MEN 



FOUR-MEDIUM 
STATION 



NEGRO 



PROGRAMING 



HALF 

AMERICA ASLEEP 
AT 10 P.M. 



REASON FOR 
Y&R RADIO 
BILLING CUTS 



BUSINESS GROUP 
AVERAGES 2.2 
HOURS LISTENING 
PER DAY 



Baseball Commissioner Chandler refused $100,000 for television 
rights for World Series because prospective sponsor was a brewer, 
Rheingold. Chandler stated that he would have refused a cigarette 
sponsorship had one been offered. Final sale was to Gillette and 
Ford at $65,000. 

-SR- 

Latest shifts at NBC put ex-promotion men in key executive posi- 
tions, arguing more intensive activity on publicity and promotion 
fronts. Ken Dyke is administrative vice-president in charge of pro- 
grams and public service; Charles P. Hammond is new assistant to 
executive vp Frank Mullen. Both Dyke and Hammond are basically 
advertising and promotion men. Both see eye-to-eye on importance of 
public service programing and its promotion. 

-SR- 

Philadelphia 's WFIL is nation's first station to get all four broad- 
cast services into operation. Outlet's TV and FM operations are 
regular daily services. Its FAX transmissions are on an experi- 
mental basis with regular service to be announced later this year.- 

-SR- 

Stations in key negro population centers, Detroit, New York, Cin- 
cinnati, Chicago, and Los Angeles, to mention five, are considering 
adding broadcast sessions of news and music especially slanted for 
this big segment of audience. Station V/JBK, Detroit is one of the 
few to add regular colored disk jockey, but number of others plan 
to subscribe to negro news services. Field is wide open although 
negro press doesn't look upon broadcasting competition with favor. 

— SR- 

Sponsors were warned at recent luncheon by George Gallup that 
America is half-asleep at 10 p.m. and that it's half-awake by 6 a.m. 



Gallup stressed tendency of advertisers and radio men to judge 
America by its Hooper cities and telephone homes, which isn't, said 
Gallup, the way even Hooper claims it is. 

-SR- 

Sigurd Larmon, president of Young and Rubicam, recently stated that 
among his accounts advertisers had shifted their spending away from 
radio, that radio billing had decreased at Y&R despite over-all 
increase in business. Fact is that shift of accounts-using-radio to 
other agencies is more responsible for downward trend at Y&R than 
cutting of broadcasting by Y&R clients. 

-SR- 

Maximum radio listening among 9,500 employees of the General Aniline 
and Film Corporation is seven hours a day, with 11 per cent listen- 
ing one hour a day or less. This was uncovered in a company survey. 
Average was 2.2 hours, with lowest average listening (1.8 hours) 
indicated for New York employees of firm. 
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"SELL TELE- 
VISION"— 
SARNOFF 



IS RADIO 



OVERBUILDING? 



HOW NBC AFFIL- 
IATES DECIDED 
ON "NO CRIME 
PROGRAMS" 



COCA-COLA SET 
FOR NEAR-MID- 
NIGHT ON MBS 



NET STATION 
AND INDEPEND- 
ENT STATION 
REPS MAY 
SEPARATE 



BOB HOPE 
DISK JOCKEY 
PROMOTION 



Television has RCA-NBC green light with promotional efforts of both 
firms concentrated on obtaining quick acceptance for video. David 
Sarnoff, RCA president, is said to have told staff that there must 
be no competitive selling. "Sell television," is said to have 
been order. 

-SR- 

Recognition that broadcasting business may be overbuilding was 
indicated in FCC Commissioner Denny's talk before membership of NAB. 
Denny, while stating that FCC would not protect any station from 
competition, nevertheless warned prospective station operators to 
have plenty of cash reserves and to stay away from markets that had 
multiple station service. 

-SR- 

NBC affiliates sanction of "no crime programs" before 9:30 p.m. est 
was not railroaded through, nor was it last-minute thought. Reso- 
lution was in the hands of affiliates from two to three weeks before 
Convention. Rump meeting of some 50 affiliates voted practically 
100 per cent to go along with network thinking. Team of Niles 
Trammell and Ken Dyke rallied impressive support for better broad- 
casting and NAB code. 

-SR- 

One of few attempts to clear time for a network program after 11 
p.m. est is in works at Mutual with plans for a three-a-week show 
for Coca-Cola at 11:15 p.m. Morton Downey will head it. He was 
scheduled to be mc on CBS program now called "Spotlight Review" but 
didn't fit into final Spike Jones-Dorothy Shay hillbilly formula. 
So Coke is setting Downey up in business again on MBS. 

-SR- 

Efforts to open key time segments for national spot business on 
stations throughout nation will end, station representatives be- 
lieve, in rep field's splitting up between network-station and 
independent-station representatives . Latter hasn't been profitable 
until recently, when due to block programing (page 15) outlets in 
many areas have been winning audiences in excess of local network 
outlets. This development, plus fact that transcription organiza- 
tions are making available network-calibre programs with star names 
(Tommy Dorsey, Guy Lombardo, Ronald Colman, Eddie Bracken, Jim 
Ameche, Ted Lewis, George Raft, Nora Martin, Kenny Baker, Singin' 
Sam, Wayne King, Barry Wood) gives independents' representatives top 
time and top names to sell. 

-SR- 

Disk jockeys will receive heavy promotion in connection with latest 
Bob Hope picture to be released in November. Hope's sponsor, agency, 
and network are talking plans with Paramount Pictures. Top-flight 
idea is in works that will pay off locally as well as nationally for 
Paramount and Pepsodent. Fact that first motion picture promotion 
(released by Universal) using disk jockeys (so-called national con- 
vention of "jocks" in Chicago) laid egg isn't deterring those 
interested in this three-way tie-up. They say, "The Universal 
picture didn't have Hope." New picture is about a disk jockey 
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SPONSOR 




5000 Watts 



^^ims BOX SCORE 



WROW's 5000 Watts at 590 de- 
livers a .5 MV/M Signal 95 miles 
north, 80 miles south, 35 miles East 
and West from its transmitter. 

At 870 Kc, 24,700 watts 
would be needed * 




At 1390 Kc. 321.000 watts 
would be needed * 

At 1530 Kc, 500,000 watts 
would be needed* 



' Yes, it would take a mighty sock to equal the 
coverage offered by WROW at 590. The 
figures given above are based upon compu- 
tations by consulting engineers and prove 
beyond question that WROW is FIRST in 
home coverage — present or planned (ex- 
cept WGY) in the GOLDEN TRIANGLE of 
the Empire State. 



AT 



sso 



MEANS 




And SOCK Is What 
You Get When You Use 




1^ 

ALBANY. N. Y. 

to cover 

3rd 
Market 

The Albany-Schenectady-Rensselaer (Troy) Metropolitan 
County Area comprises "THE GOLDEN TRIANGLE of 
the EMPIRE STATE. This is New York's THIRD MARKET 
— in population, in Retail Sales, in Effective Buying In- 
come, in Income per Family. Tied for First Place in New 
York State for Quality of Market. 

HERE'S THE WROW MARKET 
(Pfimary Coverase) 

POPULATION 839,500 

RADIO HOMES 266,140 

RETAIL SALES $697,923,000 J 

AVERY- KNODEL, INC. 
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40 WEST 52nd 4 

NEW AND RENEW 9 

MR. SPONSOR: DONALD BRYANT 12 

BLOCK PROGRAMING 15 

AGENCy RESEARCH 20 

TOWN vs CAMPUS LISTENING 23 

REXALL FOLLOWS THROUGH 26 

MR. SPONSOR ASKS; 32 

SPOT PROGRAM DIRECTORY 34 

INDUSTRY CHART: MEN S TOILETRIES 45 



CONTESTS & GIVEAWAYS 

4 NETWORK COMPARAGRAPH 

SIGNED A UNSIGNED 

TV-FM 

SPONSOR SPEAKS 
APPLAUSE 




49 
51 
57 
61 
62 
62 



Publishpd monlhly by STONJOR PUBLICXIOnS inc. Exfculivf, 
G<liu>ri&i, and Advcrtijing Officts; 40 West 52 Street, New 
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AwK-inle Mitor^ Frank Bannister, Charles Sinclair, .^rt 
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ftjVKIt I'M Tl UK, Niiiht foot aL may bring high ratings to 
ind'p.n<l'nl *ljtoi .ut n ghl 1-i^.eIall did this suintner. It'll 
hf Ip television too. 



LMesLiM 



COMPARAGRAPH REACTIONS 

C<)nf>ratulati(iiis on the COMPAIIA- 
CliAI'l 1 and thank \<iu for sending mc 
an advance copy. 

Its a clean, functional job that should 
go far to serve jour readers. 

Fka.n'K Stamon 

Presidcut 

CliS 



Just received your new "conipara- 
graph" and want to tell >'ou it fills a 
long'Staiiding need. 
Many thanks for this extra service. 
Carl Mark 
Radio Director 
At raid Lejton Co., A'. Y. 



Tlianks very much for sending me the 
advance copy of your National Compara- 
graph, I iiavc asked m> people to look 
it over carefully and make any sugges- 
tions for its improvement. 

Meantime, 1 think it's a swell job and 
thanks for letting me see it. 

Charles P. Ha.m.mo.sd 

Director of Advertisiiig & Promotion 

NBC, N. Y. 



WANTS SPONSOR SEMI-MONTHLY 

May I extend our best wishes and con- 
gratulations for your fine magazine and 
say that the stafT of WKNA is looking 
forward for the time when we will be 
able to read spo.nsor at least everj two 
weeks. Or has that been suggested 
before? 

Frank E. Shaffer 

Program Director 

WKNA, Charleston, \V. Va. 



ANOTHER TOP INDEPENDENT 

I notice in the recent write-up you 
had regarding high Hooper Ratings of 
independent stations around the coun- 
tr> that several were mentioned but not 
WITH 

I would like to point out that on the 
last Hooper Report the over-all average 
for all periods of the day and night for 
the entire week showed the following 
figures: 

WFBR 25 S 

WITH 22.4 
WBAL 22.1 



SELL 



X OUT OF *T 

CITY FOLKS IN THE 

SOUTH'S No. 1 STATE 

WITHIN OUR 

Primary+Area 



ALEM ^ 



• WINSTON-SALEM 
W • GREENSBORO 1 
I • HIGH POINT 




2.5 MV/I 

MEASURED 
SIGNAL 




210,200 PERSONS 

$179,469,000 in Retail Sales 
$283,685,000 in Buying Income 

We Lead Day and Night 

in This Big Tri-City Maricet 

Write for omr BMB DATA FOLDER 



WSJS 

WINSTON-SALEM 

THE JOURNAL- SENTINEL STATION 



(Pleitse t\iru /)ii!je 6) 
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KCIAO is up to 
50,000 watts! 




NOW - UP TO 50,000* WATTS, at a 
new frequency of 810 kc, KCMO blankets the 
fasf-growing industrial and agricultural 
area of Mid-America. For complete and 
economical coverage of this rich and 
expanding Mid-America market, 
center your selling with Mid-America's 
most powerful radio station. 



Represerjfed by: John E. Pearson Co. 
*50,000 WATTS DAY 



Kansas City, Mo. • Basic ABC for Mid -America 



10,000 WATTS NIGHT-AT 810 KC 



OCTOBER 1947 



f 



KRNT 

PERSONALITIES 

HOOPER- RATE 

l,^ HIGHER THAH MOST 

' \ HEWORH SHOWS 




Hooper Wmier-Spr'tng Re- 
porf lor Des Moines. 



"HIGHER THAN NtTWORK" 
RATINGS IN DES MOINES 

RESULT-ASSURED PROGRAMS 
AND ANNOUNCEMENTS IN DES MOINES 




WCAO 17 9 

WCBM 10 4 

I would like also to point out that we 
only carry baseball from 9:05 to 10:30 
p.m., and we do not have it in the daj'- 
timc as some of these independents do 
who have high ratings, and we do not 
have it on Sunday afternoons. 

1 frankly don't believe, if you will 
chi-ck into it, that there is an inde- 
pendent station in the United States that 
has as good comparative ratings as we 
do with the network outlets. 

R. C. Emury 
vp 

WITH, Baltimore 



A FULL SET OF SPONSOR 

We recently subscribed to your maga- 
zine and have found it to contain so 
many down-tO'earth articles that I 
should like to secure a full set of the back 
issues from 1 to 7. Wc would, of course, 
be happy to pay for them. 

Louis K. Wolff 
Geiieral Manager 
Kendall MJg. Co. 
Laurence, Mass. 



OUTSTANDINGl 

We have found thai sponsor is of real 
"dollars and cents" help to the station's 
sales department. 

We look forward to seeing you continue 
the same sort of progressive trade journal' 
ism that has marked your publication as 
"outstanding." 

Eugene D. Hill, Aianager 
WORZ, Orlando, Florida 



ANSWERING MR. NELSON 

May a non-sponsoi speak in leference 
to September's "Sponsor Speaks"? 

Mr. Ray Nelson takes broadcasters to 
task, saying that "in place of statistics 
(radio) pitches ratings and coverage 
figures, neither of which can possibly be 
exact and neither of which has the 
legitimate ring of a sworn statement of 
circulation" such as space media use. 

Ratings and coverage figures are 
statistics. True, they are not as exact as 
Audit Bureau of Circulation figures. But 
they are every bit as exact as any com- 
parable figures provided by space media. 

It must be borne in mind that ABC 
figures represent the number of copies of 
a publication sold, not the number read. 
ABC figures derive from the publisher's 
end of the line, not the reader's. In like 
(Please turn to page 8) 



■BALL PEN FINDS 

WNAX HAS 

PLENTY on 

the ball 



10,607 ONE DOLLAR 
ORDERS FROM SIXTEEN 
15 -MINUTE PROGRAMS 



Oil s;ixlo<rii 15-iuimilo j)ro- 
<:ritniM WNAX received a 
total <>r 10.607 orders ut 
.SI.OO ciuli f(.r Hall Point 
I'cn, or an inerafro of 663 
orders per each lo-niiimtc 
jirofjraiii. ("ost per order 
9 10 eeiits. 



1 stajzyerctl 



OITer was on 
schedule for a period of 
five %veeks iisiiiy the "Hilly 
Dean Slio^v.'' "Snnday Gct- 
to-«;etlier Show"" and "Ho- 
heniiaii liaiid.*" 



AffitUted With 

The Americon Broodcosting Company. 
VX/NAX is ovoiloble with KRNT 
ond WMT OS the Mid-Stotes Group. 
A:k the KoU Agency ^or rotes. 




WIMAX 

SIOUX CITY •YANKTON 



^-KRNT 

DES MOINES 

(•Nl II «V«ll«lll WIIH WN«X 

«N0 warn «i iHi MiD.iiAiii oaour 
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SPONSOR 



ONE YEAR WHDH BECOMES 

BOSTON'S BEST RADIO BUY! 

"Share of Audience" up 459% 



For the first tiiiio, an indopondcnt station has attaincrl 
overall leadership in Boston radio. With 100% local 
programming, WHDH has swept into top spot for 
sports, airing Red Sox and Braves basehall games; 
Bofton Yanks footl)all, plus lieadline eollege games; 
Boston liriiins hockey; nnincrous "sports ronndups," 

THEN (June-July 1946) 



HOOPER STATION LISTENING INDEX SHARE OF AUDIENCE 



INDEX 


WHDH 


Network 
Slolion A 


Network 
Stotion B 


Network 
Stotion C 


Network 
Station D 


TOTAL RATED 
TIME PERIODS 


5.6 


25.7 


23.2 


22.3 


11.5 


NOW (June-July 1947) 


HOOPER STATION LISTENING INDEX SHARE OF AUDIENCE 


INDEX 


WHDH 


Network 
Stotton A 


Network 
Station B 


Network 
Stotion C 


Network 
Slation D 


TOTAL RATED 
TIME PERIODS 


25.7 


21.9 


19.6 


12.6 


10.0 



and Herald-Traveler news every hour on the half 
hour. iMnsieally, too, WHDH offers easiest listening 
with many popular partieipatiiig features, including 
the "Carnival of Music," and the new "Tommy 
Dorsey Show." 



HERE'S WHY 

WHDH 

IS BOSTON'S 
BEST BUY 

And if you're buying Boston, 
you tvant the best. In one year, 
WHDH has skyrocketed from a 
poor 6tli to leadership among 
all Boston stations! Your John 
Blair man has the whole story 
— hut here are two facts you 
should know now: 



CLASS "A" HOUR 


RATES* 


WHDH 


$225.00 


Network Station A 


560.00 


Network Station B 


525.00 


Network Station C 


440.00 


Network Station D 


400.00 


•from SR & DS, Ajgust 


1947 



BOSTON'S BEST BUY 



1. WW nun ^^ >1I deliver you lowest cost per thousand radio 
time available in Boston. 

. WHDH 

superior coverage will assure you of reaching 
the maximum number of listeners for every dollar spent. 

WHDH 



HERALD-TRAVELER STATION- 5,000 WATTS • CP 50,000 WATTS 

Represented Nationally by John Blair & Company 
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SERVING Oi^ A NNLUOII LISTENERS 
FROM ARLINGTON VIRGINIA 



L 4flWest52ndJ 

(Contvmed jrom page 6) 
manner, broadcasters could easily issue 
sworn statements of coverage of the area 
fand thus people) within their half milli- 
volt contours. 

The nearest space media equivalent to 
program ratings are readership figures of 
individual ads. Surely these arc no more 
exact than radio ratings. The nearest 
space media equivalent to BMB audience 
figures arc publication readership figures. 
Surely these are no more exact than BMB. 

To say that ratings and coverage figures 
lack the ring of legitimacy is to damn all 
rating and coverage figures because some 
are of admittedly doubtful legitimacy. 

It was for the very purpose of providing 
agencies and advertisers with legitimate, 
uniform and comparable audience figures 
that BMB was formed. It was to assure 
freedom from bias and acceptance by 
agencies and advertisers that BMB was 
organized as a tripartite, cooperative 
body, governed jointly by AAAA, ANA 
and NAB, each of which is equally repre- 
sented on its Board. 

Not only has radio taken the lead in 
media research, but much of it has been 
from the listener's viewpoint. Such re- 
search is seldom susceptible to exact 
measurement but it serves advertisers and 
agencies better than the measurement of 
a medium's mere physical distribution, 
ho vever accurately measured. 

Such research must precede any worth- 
while promotion, because it forms the raw 
material of promotion. Far better that 
radio should have sacrificed promotion in 
its eagerness to provide its clients with 
facts than that it should have failed to 
provide the facts in its eagerness ta pro- 
mote itself. 

Indeed, engaging in research is itself a 
form of promotion. When a station, 
questioning the value of subscribing to 
BMB, wrote its station representative 
that for the subscription fee it could pro- 
duce several promotion pieces, the rep 
replied, "Subscribing to B.MB is the best 
promotion you can do." 

As to the assertion tiiat agency com- 
missions are paid on the theory that 
agencies help sell time, that stems from 
the era vviicn agencies were essentially 
space sellers and only incidentally space 
fillers. I think it is generally accepted 
today that an agency's first allegiance is 
to the client, not the media. But that's 
another subject. 

Philip Frank 

Exccidivc Secretary 

Broadcast i\leasureiuent Bureau 
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**I*av(irite Siory" c.r.'s in nordu'asiern I . S. ni:irki>t.s; 
Si-p 2*); i years 

I n truduct4}ry i ransi rihed an nniiiu enu'iir.s cani|>aign 
in llnfTaln. Indianapolis (will expand laiei); Sei> 22; 
indefinite 

Tianseribetl annoiniccnients in niajoi aiiltne cities; 

Se|) 2*h, 6-li wks 
'rranscribe<l announcements, S-min new.scasts; Sep 

22; 2ft wks - 
'rranscribe<l annoinicenien ts, breaks; Sep 2<l-<)* t I ; 

2ft wks 

Transcribed annoiincenieiits; Oct 15; wks 
I'ranscribed aiinoinicenu nis; Sep 29; l.( wks 
I'ranscribed breaks; Sep \b; ft wks 
Tran.scribed aMn4>unccniciits; Oct ft; 2ft wks 
\'ari4>iis local pre)iiiams; <K-t 1-N'ov I ; 26 wks 
'iViinscribcd anuounceniinls; Sep 22; I.{ wks 

Kocky Mt. and Pacific rei^ion rollej^e rfM)il)all; Sep l*>; 

t^^ end ul sea,stni 
I ranscribed breaks; Oct 2'); \^ wks 

Transcribed annoii nee men ts for *' l-'orever .\niber"; 

Sep 15-Oct I ; 2-1.? wks 
'Transcribed nntiinincciiients added lo present cam- 

paii^n; Sep l5-.<0; 13 wks 



SPONSOR 



AGENCY 



NET STATIONS 



PROGRAM, time, start, duration 



Ainvrican ICxpri'ss Va' . 
American Tobaccn C:<>. 
America's I'utnre Inc. 
Bekins X'an & Stnrafie Ct). 
Boscn (^o. 
Chrysler (^orp. 
(;nca-<^)la Cti. 
General Mlectric Co. 
Joliil Hancock .\hiiual I,ift> 

insurance (ju. 
Mlle.s Laborntorics Inc. 
Musterole Co. 
Phannacn Inc. 



R. II. .Senilci Co. 
,S\\ifi «t Co. 

I'., Waierninn ( 



J, M . Matlies 
Fnnte. Cone & MeldtnU 
.\ndre%^ (lahaj^an 
Mrooks 

M c< ^an n- ICrickson 
Bltl>&(> 
D'Arcy 
HBI)&(> 

.McCunn- Kricksnn 
Wade 

lirwin . Wasey 
Kiithraull & Ryan 



Krw ill , Wasey 
J. Walter Thtnnp.'ifni 
Chailes Dallas Keacli 



\B(: 

ABC 
ABC 
.NBC 
AUC 
CH.S 
CB.S 
NBC 
ABC 

< :b.s 

.M B.S 
MBS 



MB.S 

Ni«; 

ABC 



') 

Ibll 
1611 
loll 
li 

»i 

l.<7 

Ibl 
I^S 



\'ox l'<)|>; W ed S:.5II-') pni; Oct i ; hi »ks 

Jack Paar; Wed 9:i(l-10 pm; Oct 1 ; 52 wks 

-Sam l*ettengill; .Sun 1-1;15 pm; Oct 5: 5i wks 

Kri-d Warinc; Sat Siill-lO pm; Oct 4; 5i wks 

Land <ir the Lost ; Sa I I i :J0- li ii ; Ocl 1 1 ; Si wks 

(Mil istoplier Well.'!; Sun IU-lll:jll pm ; .Sep iN; 5i %vks 'J 

Spolliiilit Kevue; I'ri 10:311-11 pin- Oct h; 5i wks 

I red W'arhlC; Moti III:.!0-I I am; Oct 6j 5i wks _, ^ 

I'lihit SuhliTiie; Moti 7-7:30 pill; Oct <>; M wks 

l.lim "n" Abner; .Nil WTF .5:45-6 pm ; .Sep i"); Si wks 
Hilly Ktise; 1"ril 8:55-9 pm; Oct 14; lb wks 
Charlie Chan; Men S:iU-') pni; .Sep i'); 5i wks 
Jim Backus; Sun 'I-"):.?!! pm ; Sep 7; 5i w ks 
.SonlS of the Si ra lifter; MWK i:.<ll-.<:45 pm; Sep It; 52 \ 
Billy Ku.se; MWT fl:55-') pni; Oct \i\ hi wks 
I'red Warinft; .Sal II -i I :iO am; \o\ S; 52 wks 
(ianghuslers; Sat ')-'):.<0 pin; .Sep l.<; 52 wks 



ks 



(Fifty-livv wethi tjeneruliy ineuita a l.'t ireeh cuntraci wiitt optwni far 3 swxesxiM tj-week rettewa:i. Id tubjeft lu cancrntiUiun at Itif and nity IJ-wefk /'friod) 



SPONSOR 



AGENCY 



NET STATIONS 



PROGRAM, time, stait, duration 



Allis-Clialmers Mfft. <;o. Bi il S. <.i i im>' N'BC 

.Viiicricnii 1 lonie I'roOiicrv Corp. l);mi-er-l-it/fter:ild-.S;imple CMS 



National l*'ariii &lll(iiiie Hour; .S:ii i-i:itl pni: .Sep 1.4; 
5i w-ks 

Helen Tniit; .M TW I P li :.?(!- 1 i :4,5 pni; Sep 15; Si wks 
Our (;:ll .Sunday; M I W I I" rt:45-l pm; Sep 15; 52 wks 



i)( iniii-K im: 




SPONSOR 



AGENCY 



STAHON 



PROGRAM, lime, jtait, duration 



\n I rl* .III I <»l .11 * i> ( o 
\rn -(r mil I mi I, < n 
KiMik I il ir« In. 
\* liu 

lliMttii \MII iiii-Mii 1 1 Imi 
( IP 



Ml. uii sli.i. ( 1. 

I iritT I'r. .III. 1^ li . 

c li.inipl. 11 sii.irk I'lni; < 
I hrl 1 1 III ^. I. >i. ■ I'lihlKliliii! 
Sill li lt 

I lull Mill iliiiini I't.iiliit i> < 

< ri i ( V\ llr;ll < ' '\< 

It I .\ W I ii.ll < .> 

I (iTsli.irp ( 1. 

(.I'lit r.il I 11. <N s.ilt < II 



i.llUCC- S:ll« t> K.l/.ir < 11 
ll.ill Urns hu' 

llrlliriis \N.il. Ii (■■> 
lntiTn.itliiii.il ll.irM-sti-r » i 
Ki'lliilMi ( <> 
Kriifl I iKi.ls « o. 
I i-\i-r Urns 

Mill n I .iliiir.icorii's liu 



I'.ili. I S.iU-s (.1. 

I'l C Milk SiiU-s t iir|i 

I'lillii Ci.rp 

rriii tpr I .aiiilili- « '■'> 



rriiJrntl.il liisur;uui (-n. 
U J l<« > iiiilJs li.biii .11 «. 

\\ \ Slw.ifTi-r I'l n < <i 
skollj Oil ( 1. 

Si.inil.ir.l Oil iif < :llir 
StiTlIiiii l>riiC In. 
S«lft .'^ ( 1. 

I . l.JH ( ,11. 

Wllilroot t 11 





MIC 


■ Ml 




< Its 


1 f.O 


N.-.iI I) Im > 


MIIV 


mi 


N< )r<'i I still 


1 ,|IS 




Uiiiisfl M .Sit iIh 


Vll< 


11.'; 




\ ItC 


1 s*i 


1 t o Itnrnt 1 1 


MW 


1 ■.(. 


StaiilltT, t'f)]w(*li A 


r IK 


7 1 


11.1% U s 






Miu M.iiiiii. J«»Iui Vtl.inis 


\iti 


21'" 


II It lliiinplirr> 


\ll( 


7 1 


s\\:iiu'\. I>rak*'»\ llvnuiu 


AllC 


*i 




< IIS 


1 41. 


l(iitlir:iiifT A Kv.in 


Mns 


17 


Itloiv 


Ml( 


2112 


llt'll tilll ^ lto\^)i s 


Mils 


'Ml 




<:iis 


IIS 


^ nllllii Ktll.lt mil 


( .us 


ISII 






1 ^( 


M axiiii 


\li< 


21 1 


I'm. If < .1.111' .S^ ll.'lilinii 


CHS 




WIIMalii II Uflnlrilil. 


Mils 


V,7 


Mt (..11111- 1 rl. ksun 


\ lit . 


1 ^» 


K.'iit.in 1 . kli;irtll 


M lis 




\fi't'Hi.ini l..iiiis i< Uriirlt> 


NIK 


1 2^ 


.1 \\ .il tt-r I lii.nipsiin 


CIIS 


1 '..s 


\\ ;ltlt 


Mi<; 










\\:irttl.'k 1 t'Al.'f 


Niu: 


1 41. 


t .:ir.lilt'r 


rns 


72 


Mill. IlillK 


MIC 


244 


1 ); 1 n .fr • 1- it Jfitr-.i III - Sii ni |i It 


( .IIS 


(i(> 
"O 


( .iiinpi 1.11 


<.IIS 


71 


U.MKon N Miittli's 


Mt<: 


1 .^4 


WillKini l'st\' 


( :iisL 


1 ■'^4 
l.'l.'i 


Kusiifl M. ."si'ftls 


Ml« 


■^4 


llinri llnrni M.'l>i.n:ilil 


SIK 


2.1 


IIIIDAO 


Mi<; 


I'l 


Diiiift'i 'I- ii/>UTal<I 'Sn 111 pic 


\ IIC 


1 12 


.1 \\ :il ( t'r rhi»ni|isoii 


MIC 


274 


lliit'linil:i n 


CIIS 


1 !1<I 


lllll>.\l> 


rns 


1 SI 



r.ii k H.'iiiix . sun 7-7 .<0 |ini Sup 2.V: 14 viki 
I lu-.m r of l < .l:n : "i:!! I 2-1 2 .!« pm: Sep 27; ^2 wks 
Irihl.lf iif s,ii ris; M l WTK 7 I.S-S pm ; Si-p S; f.2 »ks 
Si;irK (Itfr I liillvwniid ' S;ii 12 .111-1 (ini' Stp 20: .^2 « ks 
li It I iit't Or Kit linn' . Sun 12 ss.l pni; Oi't ^: .'>2 »ki< 

U. tl Skf^li.in . Til in.,«i-| I pn>: Si p •) S2 «k« 
Pt'i.plc Vif I'liniiv; I rl l-'l-Ml pni; Sep li; f,2 wkh 
Snillln' I tl Mi'Cnnnull: S:il 11. 10-12 n; V iifi 0; S2 « ks 
JIninilp I i.lirr : Mir I 0 10-111 45 pni : sop " ; wks 

Cli.iiiipliiii K.ill C'.ilh Prl liii-io pm: Oi'i 5. 52 wkp 

< lirislhiii srlt'iit'f Miiiiltir \ |f»s ihf Nfws: Tli S'I5-S..10 

pm . St'p 2: 1 .1 w ks 
( lull 'l lnit': I u 10 45-1 I -.ini; 0.-i 14 I.I «ks 
I.i.|'m I'rt'ii n.l : Sill II 05-1 1 <ii iim : Si p 20: 52 ttks 
'i'lie Slintl.iw : sun 5-5 10 pni; Sep 7: 52 x*ks 
lltnrv Mnrftiin : VVptI lO-.W-ll pni: Stp I0;52»ks 
Juv.'ii III' .lurt : Siifi .Ir UI-4 pni ; Si-p 7; %'t t^ks 
Wfiitiv Warri'ii ; MTWTI-" 12-1215 pm: Sep 22; 52 «ks 
ll'.tliy Sni.i.ks; l-rl >i-S Mt |.ni ; Ort 52 « k» 
\tlvt'iitiirr« iif ilit> Tlilii Man; Trl S lo-s.55 pm; <)r< .1; 

52 «ks 

noxInC; FrI 10 pm: Sep 5: 52 »ks 

Kfntlir'H Dlftesl Katlli. r.illtliin; I'll IO-IO:.)n pm; Sep Hi 
52 viks 

Oiiick :n :i ri:i«li ; Sun 5'.^0-6 pm; Sep 7; 52 ttkn 
ll:irvet.t <if Sl;ir(.: sun 2 .Ui-.l pm ; <>t I 5; 52 viks 
Supcrilliin : M l W I I- 5.1 5-5: 10 pm; Sep 2'): 52 "ks 
(.re:i» (,ilJfr«leeve; Weil S-.S .W pm: Sep 10; 52 wks 
l.ux l<:itlii> 'riu.aler; Mnii <J.|0 pni; Oct (>: 52 wkft 
Oulz Kids. Sun 4-4 .VI pm: S. p 2S: 52 »k« 
Sews iif the World; M l W I T 7 I5.7'.W pm: Sep 2''; 52 »ks 
i:.l.lle Cantor. I ll 10. .10-1 I pni ; Sep 25;52»ks 
Suturdav Mfilit Serenade: S:i( lo-IO'^O pm; Oct 4; 52 wkl 
Ureakfast (.lull. M l \\ I I S'45-Oam; Sep I; 52»ks 
Mystervof the Week: M rWI'l' 7-7 15 pm; \uC 25; 52 wks 
Jack Smith; Ml \\ I I 7:|5.7.Wpm: \iifi25: 52 »ks 
l,o«cll I'htinias: M l'W'i l'' 11-11 15 pm; \iiC 25; 44 »ks 
Jack llerch; M'I'W I I I I .^O-1 1 :45 am; Sep 2^: 52 "ks 
Screen (.iilld riavers; M( n I 0; 10-11 pni; <)t t <.; 52 »ks 
\ aufihn Mnnroe; Sal <»:.IO-IO pni; Oct 4: 52 «ks 
-ShealTer l*aratle- Sac .^-.l-.IO pm ; Sep 14; 52 wks > 
Mex Order; MTWTF--I.lii\-.I lliirlin|<liam ; Sat:<»-<>:I5 am 
Sep S; 52 wks 

Standaril Hour. Sun R: W-'l .^0 pm pst ; Sep 21 : 52 wks 
^•n^lnC \\ Mtli-r llrnwn: M I W' l r 4:45-5 pm . Sep 15; 52 wks 
llreakfast Club; .M l W i i- 0: 1 5-'):45 am ; Oct 27; 52 wks 
I'tiny Martin: Siin •> .*fl-in pm; Sep JS; 52 wks 
Sam Spaile: .Sun S-s..^o pm: Sep iS: 52 wks 







■ 




SPONSOR AGENCY 


STATION 




PROGRAM, (ime, start, duration 



\ilierle:iti I'liharen 

lliil.iii> Worsted Mills 

Brnail^vnii.l Hotel 

Brown .\ W illt;imsiiii 

Toltafii. ( .1). 
( loiiiet ('anilies 1 nc 
Dewfo 1 iri' (.1 
tlliiii National Watch (. 
F.iir sti.r.' 
I-'l-sclier It.iklnu ( ■»- 

\\ l it. h Co. 
t .t.iijili In.liisiries 



.l:i> J:i> Junior I lu 
Kass ( 'liiihier.s 
Kfele> llrew iilft ( .o 



l.ektrollte (.i^p 
Filhst S;iles ( *ii. 
Plill.'o K.lilii .S. I'.'letM.iM 

( orp 
Powers lilt 

Uv.iii's \rni\-\a*.". Siuri* 

SprliuS Mills' III. 

Sii p.-rlitie I- ui'ls ( .1. 

leldis.'o ( .1. 

I eli'X Isi.in New s 



l-\l(ite. ( lone 
llelilinit 

Silherstcin-Col.lsnilth 

l>e:liie. Klein anil 

H:ivKlsoil 
kns.sel M . S.'eds 

Direct 

Ra.Ninon.l I-.. N'elsoii 
J. Walter rhomp.snii 
Ivan Mill 
Scheck 

L. W . Ka.iise> 
Direct 



W'.'MID. New \'ork 
K ri-\. l-UK \im< les 
W'nkn. Clilcalto 
W MID New \'ork 
WIIKII. f^hicaCii 
W I'TZ. Phlladelphln 

W IlkR. ChicaCo 

W' \BI>. New York 
w I'TZ. I'lilla.lelphia 
W IIKD. Chlcann 
W IIKII. Chlt-aiio 
W.\nD. New York 
W'\BI). New ^ork 
K I I. \. I.os \neeles 



DIr.'ct 

Miiliolni -I low :irtl 
M a Icolni- 1 low ard 



\. W. I.ettin 
W;irwifk .\ l.eille 
Direct 

\ W . I.ewln 

Sti'wart-.lor.laii 

Dir.'ct 

Si)IiN s, ( an tor 
l<.i> nii.iitl 
Direct 



« MID. New ^i.rk 
W IIKII. Chlcaiio'' 
W IIKII, Chleailo 



W MID. New ^<irk 
WNin . New York 
K I I \ I.os \ni<eles 

W MID New ^ urk 
W l>'l'/.. Pliila.lclphla 
W MID. New York' 
W IT/.. Philadelphia 
W MID. New ^ ork 
K'l l \. I.os Vnftele^ 



Spots for I m kv Strike; M l \\ I'l' (.:44 pm : Se|i 2'); 2(. wks (n) 
M l'W I F; Sep 29; I .I wks (n) 
MTW'I T ; Sep 20; 1.1 wks (n) 

W ea I her spots : Sun 2:00 pm ; Sep 5 ; 1 .1 wks (r) 

w eatlirr spi is; FrI Si.lO pni ; .\ni; 15; H wks (r) 

Flnie slAnnLs; FrI niclits; \uC .S; 1.1 wks (ii) 

( .ollfCe hasketliall : as k.- lied ii led ; I >ec 1 .1 ; season (ii } 

I oi.k I'pun a Star; Tu 7:.W-7-4.5 pni; Sep .10; .10 wks (ii) 
'I'inie signals; .Sun afternoons; \iifi 10; I.I wks (n) 
Time si{i|i;ils; Sun nights, \iift 31 ; I.I wks (r) 
I'tlechats. Fri 7;.!0-7:45 pm; Sep HI; I.I wks <r) 
Siii:il1 Fry Cliih; rii 7-7 .10 pni ; Sep 4; 2(i wks (r) 
Spots. Th 0:00 pm; Sep 4; 2(i wks(n) 
M J:iriis; MW V 7-7;.lo pm; 2(. wks (n) 
Star Mews; n ilS 7-7:15 pm; 2l. wks (n) 
llonie l''ct>nomlcs; Tu 7:I5-7:.I0 pm: 2(. wks (n) 
Tele-lleaiin ; Th 7:l5-7:.«fl pui; 2(i wk.« (n) 
You'll lie Sorrv; Sat 7:15-J:.I0 pin; 2l. «ks(n) 
I ncle I'hil; M 'l'w rFS 7:.IO-7'40 pm: 26 nks (n) 
'Serial adventure liliii; MTW l'FS 7:4fl-N pnr. 2.5 wk.s (ii) 
Colleile iif St} Ic anil Swinft: I ii nlAhts; Sep 2: 2<i wks (ii) 
Footb;ill Scoreboard; S;i t afterntions; (let 1: seasttn (n) 
Rockets home foolb;ill ft:imes; I'rl S;.IO. I Oi.Itt pni; 

se:ison (n) 
lloxlnf) and Tvv'restlInC matches; 

1 .1 » ka"(r) 
Spots precetlliiA footliall Canie.s; 

N. \ . (jiants foiuhall fianies; Sun :ifterTiooi»s; .Sep .1; season (n) 
Meet the Dons: Ih S-s IS pm : Sep 4; 2t. wks (n) 
I.os \naeles Dons aames; Sun aft. I'rl niaht . Sep 12; 7 Aanies (n) 
.Spot s ; W r II iaii ts;'.Sep I": 52 wks (n) 

I Ime sifinals. Tu nltfhts; .\il|S lO; I.I wks (n) 
^ aiikee foot ball tliimes; Suii afternoons ; Sep 5; v wks (ii ) 
We:itlier signals; Wed nillhts: VuA (■: I.I wks (n) 
WrestllniJ matcliis: I h "(t.lO-l I pm : Sep 4; 52 wks <n) 

rime breaks; .Sun; S.-p 7; I.I wks (n) 



\lie 20; 
pill; .\ll|l Ifi; 
I'll 0:15 piu; .Sep 7; I.I wks (n) 



MW'F S:.IO.|l 



SPONSOR 



PRODUCT (or service) 



AGENCY 



Ntlinfr.llitn) Niilo S.-ni rii\iT l.ii I •>% Niiftrlt's 

\ nit I it .111 II iiiiln r.if ts < i> I Its \niii-U's 

\i)u Til .11) II t till t- I oiitls I lit ( hff llt>^ - \ r • I tli^ . 

\iiit-rit .111 II 'tni* rr«ulin ts I in Nt-w ^^>^ 
% 

\nurii.iii SI) <\\«r Hour 4 <> IImII> wixiil 
Null rii .111 I'oh.it < n ( << \nuT)< .11) ( iL.ir i\ < .Icam it' 
< .< tll\ . Ni>u ^ ofk 



Xiitfi t-nvtTN 
I l.iiulU rjft Mippllps 

I'lHitl prMtliii'ts 

Kiil\ iiit<« I (iiidl I'a^ili . I*r WiKt 
Sho\it^r tlnors. Iiih fnrliistiri's 
r:ill Mall » lii:iri*t tfs 



II. ( harlfs slct-k- I (^^ Vnailf^ 

I)a% is-ll(tiitl. I (IS XnAelt's. for rff*1tin:il ail% 

^ (iiiiii! & Kiililc.ni).< hiraan 

Dii.iiif Joiu->. Nf« ^ nrk fiu "I roni Pati* 

I .irroll") 
lt.iss-l iickiifT. I l<ill> \\iti)d 

Siilll\:in st.nilTfr. < •olwfll ,S. Haylis ^t•\^^^.^k 



Please turw to l^in^e ^> 






0 N 1 T 



your dollar 
buys more 
than before 



. 42.5% MORE 



RADIO FAMILIES 



. . . NOW 318,440 

RADIO FAMILIES 

. . . NOW $885,811,000 

RETAIL SALES 

. . . NOW $246,403,447 

VALUE IN FARMS 

Divcrsificil Industrial Production Area In 
The He.irt Of A Rich Agricultural Region 
Makes Canton, Ohio, The Best Balanced 
Market In The United States. 



ited by RAMBEAU 



your good neighbor in 

CANTON, OHIO 



CITY OF DIVERSIFIED INDUSTRIES • OHIO'S RICHEST RURAL REGION 



OCTOBER 1947 



11 



Remember the 
story about... 



IfrT Sponsor: 




the rabbit... 




and another rabbit... 




and what happened? 

Geometric progression occurs in 
many setups beside the rabbit 
multiplicotion table. 

Take W-\/-D-C. It has grown 
by leaps end bounds. Today, 
W-W-D-C has the 2nd most 
loyal audience in this great 
D. C. market. 

If you want sales in Washington 
.W-W-D-C is the way to do if! 

WWDC-AM and WWDC-FM — 
the dominant FM station in town! 



Only one other station In 
Washington has more 
loyal listeners 

WWDC 

AM-FM-The D.C. Independent 





lloiriSrvaiit 



Diredoi of Advertising, Hudnut Sales Co. 

By any comparative standard, 38-year-old Don Bryant is a new- 
comer to the sometimes cut-throat business of selling cosmetics 
to American women. He is a newcomer, too, in the business of network 
airselling, but in the three years he has headed the advertising ventures of 
Hudnut Sales, he has learned much in that field. Today, in a fluctuating 
cosmetic market, his firm (a subsidiary of the long-established William 
R. Warner Company) is one of the top moneymakers in its field, sell- 
ing everything from mass-consumption items to ultra-expensive custom 
perfumes. To the general field of advertising, Bryant is no Johnny- 
come-lately. He started with a newspaper rep firm, worked for gravure 
groups, and put in a hitch as a timebuyci at Federal Advertising. 

Budgetwise, his firm spends an over-all $4,750,000 for advertising, 
with soitie 45 per cent of that figure going into two network shows (Jean 
Sablon on CBS for Hudnut hair preparations and Sammy Kaye on ABC 
for Rayve Shampoo), plus spot campaigns for Rayve as well as Sheilah 
Graham on Don Lee for Rayve and Bathasweet. 

Don Bryant knows now that radio, properly handled and promoted 
to the customers and the distributors, can sell a product. But he also 
knows that radio must reach the right kind of audience to do the job. 
That's why he cancelled the 26-week run of the NBC package Grand 
Marquee when he realized that out of a network of 136 stations, 50 were 
carrying the show as transcribed delaj-ed broadcasts (it was in station- 
option time), at times ranging up to midnight. 

He is positive in his thinking and his actions, but still listens care- 
fully to the opinions of radio veterans, and can take criticism gracefully. 
He believes that the lifeblood of his business is change of pace, as well as 
new ideas and new products. Despite the steadiness of Hudnut's sales 
curve, perfectionist Bryant is still looking for the ideal format to sell his 
cosmetics to even more members of the fair sex. 
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rand new 



pro quo 



Webster says "quid pro quo' 
means 'one thing in place of an- 
other.' 
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W. H. BEECUE 




Your Mutual Friend 

Memphis, Tennessee 





W H. BEECUE 



Represented by 

THE WALKER CO. 

NEW YORK — CHICAGO — LOS A N C E L E S — M I N N E A P O L I S 
BOSTON — KANSAS CITY — SAN F R A N C I S C O — AT L A N T A 





Blowing 



Its top 



TlKit's tlic4,764-l()()t Alt. I Icklii Nolc.ino.soiue Winilcs 
Morthciist of Reykj;ivik up in Icelaiul, erupting tlioii- 
>.in(ls ol tons of rock -.nul ;islies high into the ;n'i. 

It .seems it started in M.ncli ;huI was heheved wonki 
loiitiniie to pop oil for some months to come. 

It's .1 \ icions looking thing. And that picture was 
shot toui miles away and at 6.0UC) feet ! 

1 1 \()U think that's ugly ... wait until you see the face 
on }our laxorite client's sales manager ... when the 
going gets tough. Ik'lie\e it! Sales! 'l'h;it's what he'll 
■>.inr' Sales at a low cost, too. 

lo do the i)ro|)er radio job lor him in Jialtimoie lom l insl^y. /Vm^<.«/ 



is a cinch. Simply put down the ladio station tl 
delivers more listeners-per-dollar-spent than any oti 
station in this big 5-station town. 

That's W-l- T-ll, of course, the successful indep( - 
dent. And don't iorget, Haltimore is the 6th largti 
citv in the country! 
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©Ninety per cent of the na- 
tion's independent stations are 
either block-programed or plan 
to bt before the first of the year. 

Gn a local level this mtans that the 
control of what goes on the air is being 
returned gradually but certainly to the 
broadcasters. The fear that advertising 
agencies would not purchase time on sta- 
tions on which they could not produce 
special programs for their clients has 
vanished. Clients and agencies both know 
that block programing produces top- 
grade audiences and sales. 

Block programing makes listening easy 
for the radio audience. It's geared to 
give the dialer the type of entertainment 
he wants when he wants it — and a lot 
of it at the same time. It's giving agen- 
cies and sponsors actual audience figures 
instead of hypothetical facts about what 
they might reach if the agency produced 
a program that dialers wanted and per- 
mitted that program to stay on long 
enough to build a listening habit. With 
block programing the audience is estab- 
lished. As WOV, New York puts it- 
block programing delivers "audited au- 
diences." 




WCKyS jamboree mc, Nelson King (above), 
spins a western block session. 
He might ease in with half a Bob Willis disk 
Texas Jim Lewis (below) helps the western block along 
Then Bob Atchen (below the type) in western cryboy tradition assists 
Ted Daffan (center with assisting aitisi) always helps western strips 
No Western block is worth its salt without a Sons of the Pioneers disk 
Gene Autry, with or without Trigger, is top range 
material — and it's often wise to sign off with the western 
tunester who opened the block 
— throughout the nation there's no more faithful listening audience than 
the men, women, and children who dial a western block of programs 



In Cincinnati, in Louisville, in Mem' 
phis, in Fort Worth, in U'orcestcr 
(Mass.), in Toronto, in Boston, in New 
Haven (Conn.), to inention only a few 
of the block programing pioneers, non- 
network stations are coming up month 
after month with top ratings and fre- 
queinly with number one audiences de- 
spite heavy competition from all four 
chains. Night baseball helped a number 
of these stations (baseball is actually 
block programing since it is one form of 
entertainment broadcast over a period 
of from two to four hours) and night 
football will further help a number of 
these and other stations this fall. 

Up to recently block programing on 
local stations was restricted to a com- 
bination of music and news, variety being 
supplied by changing the tempo and 
mood of the music. Today the entire 
Tield of programing is being subjected to 
a block-program test. Station WCKY, 
Cincinnati, is trying to block-program 
an hour-and-three-quarters skein of tele- 
phone quizzes. WNEW, New York, 
is trying, as indicated in the Fall 
Facts edition of sponsor, a hori- 
zontal skein of mysteries (nightly at 8 
p.m.). Already this station, which was 
one of the first to discover block pro- 
graming, has increased its audiences at 
this hour threefold and the "Mysteries 
at Eight" idea is only four months old. 
Station WHN, also in New York, has 
not only picked up the music-block- 
programing idea but it is the first in the 
metropolis to block-program sports. For 
years during the summer Red Barber's 
broadcasts of the Brooklyn Dodger 
games for Old Gold have been building 
a sports . following for WHN, as have 
professional hockey games WHN block 




programing has now reached the stage 
where sports enthusiasts can dial the 
station any night and find it airing sports 
from an 8:45 p.m. warm-up to an 11 
p.m. afterpiece. Monday, Gillette spon- 
sors boxing. Tuesday, Thursday, Friday, 
and Saturday Old Gold and Nedick's 
sponsor basketball, both college and 
professiotial games. Schaefer Brewitig 
sponsors amateur hockey on Wednesday 
and pro games on Sunday. Thus through 
both a horizontal block booking (every 
night at 8:45 p.m.) and a vertical block 
booking (from 8:45 to 11:15 p.m.) WHN 
gathers the cream of the regular sports 
fans. 

Block programing of sports produces 
wherever it's used and as long as it's 
given time for dialers to develop the 
habit. An almost perfect example of how 
it collects audiences is the experience of 
WHDH in Boston. Managed by Bill 
McGrath (ex-\\'NEW) the station block- 
programs music and news in the day- 
time, sports at night and Saturday and 
Sunday afternoons. With this com- 
bination it has created a listening habit 
that gave it, in the July-August City 
Hooperatings, an over-all rating of 27.9 
per cent of the available audience (sets 
in use), with Boston's next station rat- 
ing only a 19.8. Its Monday-through- 
Friday daytime rating during the same 
period was 27.7 of the sets in use, with 
the second station having a 20.2. 

Station WCPO in Cincinnati achieved 
top position during the summer through 
its baseball broadcasts and is seriously 
considering plans to hold the audience 
which it won through baseball by sports- 
block-programing plans. For Sunday 
afternoons during July-August (Hooper 
City Ratings) WCPO had 42.8 of the 



sets in use and its Saturday daytime 
rating was almost as good, 42.1 of the 
sets in use. Its evening audience during 
July-August was 29.5 per cent of the 
sets in use with the next station having 
24 9. and that next station is the estab- 
lished number one net«'ork station in the 
Qiieeti City. 

Aside from WCPO, station WCKY in 
Cincinnati with a straight block-pro- 
gramed (sans baseball) schedule was 
second in the mornings only to the NBC 
outlet in the area, WLW, during the 
July-August period. WCKY had 22.9 
per cent of the sets in use, WLW 24.5. 
In the afternoons it's the third station 
in the area, WCPO being first with base- 
ball, WLW second with the NBC block- 
programed schedule of soap operas. Its 
relative position in the evening is also 
third with the share-of-audience stand- 
ing like this: 

WCKV WLW WCl'O 

Share of 

Audii-nce 17..? 24.') 2')..S 

Many timebuyers still refer disdain- 
fully to block-programed independent 
stations as "record .players." They feel 
that these stations do little more than 
toss on a few consumer disks and a 
little assorted gab and let them ride. 
Actually that's furthest from the truth. 
Stations like CKEY, in Toronto, Cana- 
da's foremost exponent of block pro- 
graming (see page 15 for typical schedule), 
has double the number of employees 
of many other stations not only in Canada 
but in the United States. 

The Daily News, which supplies the 
five-minute news continuities for 
WNEW, spends a small fortune ($225,- 
000) every year on its broadcast news 
desk and it knows just who is listening 



at each hour so that it can edit the news 
for the exact audience tuned in. Proper 
programing of disks for extended musi- 
cal blocks is not routine; Muzak, the 
wired music service, discovered that 
years ago. Listeners do not want to 
hear at 8 p.m. what tliey enjoyed at 8 
a.m. It isn't easy to take the pulse of 
an audience. How true this is is demon- 
strated in the case of the New York 
Times' "good" music station, WQXR, 
and its FM affiliate, WQXQ. To all 
intents and purposes WQXR is the only 
station in the country which has caught 
the mood of dialers who want good mu- 
sic — and held that mood so that it pays 
off in sales for advertisers. Periodically 
another station tries a variation of the 
WQXR block-programing formula but 
up to now no other broadcaster has been 
successful with it. How definitely this 
station is mood-programed for its lis- 
teners can be noted in a recent personal- 
interview survey conducted by a record 
retailer of good music. The survey indi- 
cated that in certain sections of Man- 
hattan more than one-third of the radio 
dials in the homes surveyed were set for 
1560, the WQXR spot on the dial. 

While WQXR and WQXQ are suc- 
cessful in New York and are perfect ex- 
amples of block programing, the fact 
that block programing in itself is not a 
pat success formula has been proved by 
stations trying to follow their lead. 
Stations in Washington, D. C, Chicago, 
and San Francisco have tried a "good 
music" formula only to find that vir- 
tually no one was listening. There's no 
magic in the words "block programing." 
Stations don't collect listeners simply by 
following a CKEY, WNEW, WHN, or 
WCKY program schedule. All of these 
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PERCENT OF PROGRAM AUDENCES COMING FROM PRECEDING PROGRAMS 

MC SERMIS 2 • 6 PM (Based on One Minute or More of listening) 
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Block programins Is nol restricted to independent stations. Proof of its audience-holding is this NBC study based on Nielsen ratings 



srations present concise object lessons on 
how successful a block-programed sta- 
tion call be. They are not molds into 
which program material can be poured 
and come out an autoniatic success. 
Block programing is a big job, just as 
any showmanship operation must be. 
WCKY, for instance, abolished the post 
of program director and hired instead a 
number of project directors each charged 
with producing a block segment. Each 
block is built around a personality, a man 
who knows the tjpc of program he's 
mc'ing, a man who knows the audience 
he's after. 

Typical is Nelson King, pictured in this 
report with a skein cf western stars whom 
he might present in one evening of his 
four-hour nighttime block. Jamboree. 
King has fan clubs for many of the 
western vocalists whose disks he spins and 
the clubs visit him every so often while 
he's or the air. (It's then that he trots 
out his western outfit and looks ready to 
break out with "Git Along Little Dogy, 
Git Along.") Each l5-minute segment 
of his program has its own musical star 
and a single mood. Though four hours 
seems long foi a westeni-folk-music block, 
WCKY had ample precedent for devoting 
the 240 minutes to mountain and range 
tunes. WSM's Graud Ok Opry frequently 
nins more than three hours, as docs 



WLS's Bam Dance. Both have tre- 
mendous audiences. Even at New York's 
W'OV one of the more successful blocks 
is an hour of western music mc'ed b>' 
Rosalie Allen. 

Frank Stanton of CBS was one of the 
first to realize and stress the importance 
of block programing. He called it mood 
programing. With diary forms of re- 
search he proved that once a mood is 
broken by one station, audiences try to 
recapture the mood on another station. 
Recently Niles Tranimell, NBC presi- 
dent, proposed to restrict the so-called 
soap operas to a maximum of three in a 
rov\. He has dropp>ed the proposal be- 
cause figures have proved to him that 
listeners in the daytime want their tear- 
drops strip after strip and will drift away 
from a station or network that interrupts 
the mood of the daytime dramas. The 
tremendous growth of NBC's Tuesday 
night skein of comedy programs — Milton 
Berle, Date u-ith Judy, Amos 'ti' Aitdy, 
Fibber McGee and Molly, Bob Hope, and 
Red Skelton — is a perfect example of 
the appeal of a single program type — a 
single mood. The CBS Monday night 
hour and a half of Lux Theater and Screen 
Guild is another example of block pro- 
graming. What will happen this year 
with the comedy program Afy Friend 
Irma between Litt and Screen Guild will 



depend upon how much situation com- 
edy there is in Irma — in other words 
how near this half hour approaches the 
listener's conception of drama rather than 
gag comedy. 

Some tiniebuyers feel that baseball and 
other sports blocks are not a good in- 
dication of a station's pulling power. 
However, astute bu>ers feel that to dis- 
count a station's audience during the 
20-week baseball season would be just 
as illogical as to ignore the pull of a net- 
work during the period that Bob Hope, 
Fibber McGee and Molly, Edgar Bergen, 
Jack Benny, or Bing Crosby is on the 
air. Neither the baseball stations with- 
out baseball nor the networks without 
their star programs would have the pull- 
ing power that sponsors want and buy. 
Many stations this past baseball season 
have found that through block-pro- 
gramed night baseball they have reached 
unprecedented heights in audiences. 
They haven't stopped there but accept- 
ing this achievement as a challenge have 
block-programed with an eye to holding 
that baseball audience. WHDH in 
Boston bought the Har\'ard football 
games, which are sponsored by Atlantic 
Refining Company and are one cf the 
few series of games not controlled by 
Atlantic itself. This oil company usually 
{Please turn to page 43) 
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Keeping Rates Down 
and Sponsors' Sales Up 



Isn't that the kind of a deal every advertiser wants?^ 

ATED on, and l)oun(lc(l by Lake I>ic, Lake 
Huron and the Detroit River, CKLW beams its 5,000 watt clear channel 
signal via the water route to a ten-million population area with a radio- 
homes and buying-power percentage second to none in America. The 
power of 5,000 watts day and night. A middle-of-the-dial frequency of 
800 kc. That, coupled with the lowest rate of any major station in this 
market, has made and continues to prove CKLW the Detroit Area's 
Number One radio buy. 

The high cost of selling concerns nearly everybody these days. If it's 
that way with your product in this region, we, or our representatives 
have facts you ought to know. 

Ill the Detroit A it's . . . 

CKLW 

U nion Guardian Dldg., Detroit 26 
J. E. Campeau, Managing Director • Mutual Systetn 
Adam J. Young, Jr., Inc., Natl. Rep. • Canadian Rep., H. N. Stovin & Co. 





"Ves" and "No" buttons 
write radio research 
stories for ad-agencies 
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Research is no longer an 
^^^^QiJ ad\'ertising agency back- 
room operation. In the case 
of most medium- and large-size agencies 
research is a major operation and a costly 
one. It's still suspect at many sponsors' 
• — suspect not as to the figures and facts 
which ad-agency studies uncover but sus- 
pect as to the conclusions which the 
agency men derive from their reports. To 
many a sponsor agency research is still in 
the area of "having the answers and 
spending time proving them." Even 
these client skeptics admit, however, that 
many agency researcii men are stepping 
out of the guesswork field and depending 
more and more on soh'd research founda- 
tions. 

The reasons that agency investigations 
have been suspect are manifold. First, in 
most cases the research is so secret that 
not even the ch'ent for whom the project 
is initiated is told the size of the sample 
used for the study or the method em- 
plo>'ed to check the thinking and bu>'ing 
habits in the sample. The client has to 
accept the agency findings at their face 
value — or disregard them entirely. Con- 
sumer panels are featured inad-agency ad- 
vertising without the details of the panel 
operations ever being made public to the 
trade, or in many cases, even to the 
client. (The latter is still true of one of 
the biggest advertising-agency panel oper- 
ations, but sponsor pressure is due to 
force the wraps off it shortly — or else the 
agency in question, one of the top three 
in radio billing in the U. S. A., stands to 
lose a number of clients.) 

The trouble with advertising agency 
research in the past is that too much of it 
has been used for new-business purposes 
by agency salesmen. A good deal of the 
shifting of business from one agenc>' to 
another is traceable to presentations de- 
veloped b>' advertising agency research 
departments. T>pical is the case of a 
Chicago ad-agcnc>" reseaicii man who re- 
signed to go with a program-rating organ- 
ization. The head of the Windy City 
operation discovered in a few months that 
his new-business men weren't opening tlie 
doors that they had previously. Check- 
ing the reasons wh\', he finally arrived at 
the information that previously they had 
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pent ill agency fact-finding 



been given selling tools by his ex-research 
head, whom he has since brought back. 

Most agency figure men admit that a 
solid percentage of their time is spent on 
analyzing programs and campaigns of 
advertisers whose business is placed by 
other agencies. T>pically, one agency 
studied for eight months what was wrong 
with another agency's program which was 
costing a sponsor $1,200,000 a year and 
getting a Hooperatrng of only two. The 
program had run a year [and was dropped 
before the new-business man of the 
agency checking the show was able to 



reach the right man at the account to 
show him just what was wrong with the 
program. It later developed that four 
other agencies were making presentations 
to the same sponsor, all of them b.ised 
upon the fact that the agency of record 
was broadcasting a program which was 
costing the client a small fortune and pro- 
ducing practically nothing. 

It's estimated that 25 per cent of all 
agency research, as well as the same per- 
centage of the time of major agency 
executives, is directed at getting new 
accounts. This may seem like a very 



great portion of executive and research 
time to be spent in selling, but the life 
of the average account at an advertising 
agency is 4^ years (AAAA records) and 
so client turnover is a vital factor in the 
life of an agency. 

Most successful agency user of radio 
research is McCann-Erickson, the only 
agency licensed to use the Lazarsfeld- 
Stanton program analyzer. Under the 
direction of Marion Harper, Jr., Herta 
Herzog is constantly analyzing each pro- 
gram the agency handles for a client and 
making reports to agency and advertiser 



Agencies assemble panels to hear radio programs and advertising and to record their likes and dislikes, either electrically (top left) or manually 
(top right). The critical meets are Followed by oral sessions (bottom leFt). Results are Frequently charted in the manner in which CBS presented 
its report on "England" (bottom right). Producers and copywriters use charts and the comments to build better programs and commercials 





PROFILE OF LISTENER REACTIONS 
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Internal agency groups, like BBD&O's (left, "Brainstormers," right, "Senior Women's Council") do a closed circuit analytical research job regularly 



executives and the agency radio staff. 
The trouble with all qualitative radio re- 
searcli is that it's research in a vacuum 
unless the creative section of the agency's 
radio operations uses the information de- 
veloped by the research department. In 
a number of cases agency researchers have 
had to spend weeks convincing show pro- 
ducers that their conclusions about pro- 
grams are fact and not research fancy. 
Program research is actually fought by 
most producers just as years ago copy 
research in the black-and-white field was 
fought by copy writers at agencies. 

On a par with McCann-Erickson in 
their use of radio research is Kenyon & 
Eckhardt, which has both its own radio 
research operation and Kenyon Research 
Corporation, a separate org.nnization 
which does research for K & E and its 
clients on general projects. Otis Allen 
Kenyon, founder of the K & E agency and 
chairman of its board, is an engineer- 
trained advertising man and insisted from 
the start on researching his clients' cam- 
paigns. Kenyon Research is the out- 
growth of this thinking and is to all 
intents and purposes the research division 
of K & E, the separate corporate entity 
being an operational matter which per- 
mits of special billing procedures and a 
feeling of research independence. KRC 
doesn't e.xpect that other agencies will 
employ it but it does do some, though not 
very much, work for non-agency clients. 

Rated third by radio researchers is the 
Foote, Cone and Belding operation in 
New York under Hal Webber. Webber 
also set up the Chicago research division 
of FC&B and that's ranked with the 
Windy City's Dancer-Fitzgerald-Sample 
oflTice in its intelligent approach to radio 
fact finding. On the other hand the 
New York office of D-F-S isn't research- 
minded. 

The two agencies with top radio bill- 
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ings, J. Walter Thompson and Young & 
Rubicam, are rated adequate in their 
radio research but neither is said at this 
time to be experimental-minded or de- 
velopmental-minded. Y&R has over 100 
people on its research staff and JWT has 
around 90. Dr. Peter LanghofT heads 
the Y&R operation since Dr. George 
Gallup resigned to concentrate on his 
individual projects, and Amo Johnson is 
number one research man at JWT. The 
comment is that since these agencies 
already have the sponsors and the pro- 
grams research isn't as necessary as it is 
with agencies which are building their 
radio business. Y&R's loss of a number 
of accounts, however, and their (to all 
intents and purposes) new radio depart- 
ment, are expected to result in a sub- 
stantial increase in research operations. 
They still continue to use a group analyz- 
ing device (variation of the CBS "Big 
Annie") which Dr. Gallup now calls the 
Hopkins Televote Machine, and feel that 
qualitative program research is part of an 
agency's job on programing. 

One of the greatest criticisms which 
client executives have in re advertising 
agency research, and this applies to all 
agency research, not just to the radio 
phase, is that it is funncled to the adver- 
tiser through the account executive rather 
than through the research head of the 
agency. Account men, state advertising 
managers of a number of national adver- 
tisers (18 were checked), have a natural 
tendency to edit out material which they 
feel may not reflect credit on the agency. 
Since very few of them are research- 
trained they frequently misinterpret 
figures and the misinterjTet.ntions lead to 
unhappy conclusions. To such a degree 
is this true that many great corporations, 
like Swift, P. & G., General Foods, set the 
formula for a research project and even 
check the samples as well as the pro- 



cedures used by the agency. Still others 
obtain the raw figures from the agency 
and do their own evaluation of the 
findings. 

A problem that research men face 
consistently is the fact that major execu- 
tives are proud of their crystal balls and 
dislike facts and figures. If agency radio 
producers and copy men fight research 
findings, top client executives have been 
known to fight twice as hard against re- 
search findings that disprove their favor- 
ite merchandising ideas. 

For instance, despite valid research 
conclusions that two-for-the-price-of-one 
sales and "penny sales" do not materially 
increase over-all business for a product 
over an extended period, key merchandis- 
ing men in great drug outfits still go 
blithely along spending hundreds of 
thousands of dollars on these annual 
sales. A number of advertisers continue 
to sponsor programs that research pro\es 
are not reaching the audiences which buy 
the products advertised. These are just 
two examples of what research has to 
combat. 

Both independent and client research 
men admit that today some of the best 
research brains are employed by adver- 
tising agencies. Men and women like 
Marion Harper, Jr., Hans Zeisel, Herta 
Herzog (McCann-Erickson), Hal Webber 
(Foote, Cone and Belding), W. J. Main 
(Ruthrauff & Ryan), Larry Deckinger 
(Blow), Dr. Leon Arons (Weintraub), 
Clement W. McKay (Ken>on Research), 
P. Nahl (Needham, Louis & Brorby), and 
Sam Gill (Sherman and Marquette) 
have questioning minds and while they 
sometimes go off on a tangent, the tangent 
is the result of a probing intellect. 
Researchwise that is all to the good. 

Some of the biggest agencies, like N. W. 
Aver, have yet to establish a radio re- 
(Pkase turn to page 46) 
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QUESTIONS 



TOWNSPEOPLE 



STUDENTS 



"Where do you prefer to hear commercials?" 

Beginning, middle, and end of program 

Beginning and end of program 
Beginning and middle of program 
Middle and end of program 
Beginning of program 
Middle of program 
End of program 
Part of program 



% I % 

7.8 I I 2.4 



37.6 



0.0 
0.0 



20.3 



0.0 



21.9 



12.4 



29.5 



0.0 
1 4.5 



13.6 



I 1.2 



35.2 



13.6 



"Is the present system of commercial 
radio broadcasting satisfactory?" 



77.1 



"Would you prefer a system of broad- 
casting which would ban commercially- 
sponsored broadcasts from the air?" 



Yes 



44,0 



East Lansing residents and students of Michigan State College report on placement of commercials and how they feel about commercial radio 



own n Campus Listening 




Siihiirkiiii resiiloiits 
ami Ciip iiiiil ^owners 
think there's too 
much advertiKiiig 
ou the broadcast air 



Survey after survey reveals 
that the American radio 
listener generally believes there are 
too many commercials on radio pro- 
grams. The latest survey to be con- 
ducted, this one especially for sponsor, 
indicates that over 90 per cent of both 
townspeople and college students- in a 
typical suburban town and nearby 
campus are certain that there's too much 
advertising on the air. The townspeople 
are even more emphatic about it than the 
cap-and'gowners. Here's the way they 
voted in the survey conducted in the 
homes of East Lansing, Michigan, and on 
the campus of Michigan State College. 
The question was "Are there too many 
commercials on radio programs?" 



Residents 
Yes 98.6% 
No 1.4% 



Students 
87.5% 
12.5% 



Sponsor's survey was conducted as a 



postgraduate project of Michigan State 
College by William G. Butt, under the 
direction of Professor Joe A. Callaway of 
the Department of Speech, Dramatics, 
and Radio. The project was to discover 
whether there was any difference between 
the likes and dislikes of the residents of a 
typical suburban town and a representa- 
tive group of college students residing on 
a campus. Today's student differs from 
Joe College of a few years ago in that he's 
more frequen ly than not an ex-G. I., 
married, and has one child. However, he 
and the non-campus family man don't 
think alike and the things they want from 
broadcasting frequently are at opposite 
mental poles. 

One limiting factor about this survey is 
that it was taken at a school that today is 
predominantly male. Facts and figures 
developed must therefore be viewed in 
that light. 
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Typical of East Lansing residents Is Ed Vandervootl (above) 
who likes his fishing and owns sporting goods stores in town 



Lee Pickering is representative of today's college students. 
He's 21, a business administration junior, ex-Marine and married 



The sample of both town and school 
used in this survey was 10 per cent. Six 
hundred and thirty-nine of the 7,000 resi- 
dents of East Lansing answered the sur- 
vey and 874 of Michigan State's 9,000 
resident students returned their ques- 
tionnaires 

All the returned questionnaires indi- 
cated that the respondents owned radio 
receivers, which is consistent with the fact 
that according to the 1946 Broadcast 
Measurement Bureau survey 98.3 of the 
homes in the Lansing area have radio re- 
ceivers. East Lansing being a relatively 
wealthy suburban area, it was not un- 
expected that listening was lower than it 
was in the industrial town of Lansing 
proper. Hours per daj of radio usage in 
l^nnsing, East Lansing, and on the Michi- 
gan State campus, as developed bj- the 
survey, are as follows: 

Lansing East Lansing Campus 
5.9 hours 3.3 hours 3.5 hours 
Campus and town agree not onlj- on 
the "too many commercials" question but 
also in their reaction to the length of com- 
mercials. Three out of four in each group 
said "too long." The relative voting was: 



Obviously broadcasting hasn't sold its 
listeners on radio advertising's being a 
service. Other advertising media have 
done an effective anti-radio-advertising 
promotional job both to consumers and to 
national and local advertisers. Also, users 
of radio advertising have permitted their 
use of the medium to, like Topsy, just 
grow. Only recently have advertisers and 
their agencies begun to check the impact 
of air advertising copy. 

A great many radio program builders 
feel that the ideal commercial is the 
integrated one. The respondents in this 
survey think otherwise. Miles Labora- 
tories in a study some jears back dis- 
covered that integrated commercials did 
not pay off for them, although more recent 
studies made by Schwerin Research for 
the Alka-Seltzer organization have indi- 
cated that less blatant integrated copy 
should sell better than the typical patent 
medicine approach used in the past. 

Townspeople want their commercials 
separate from their programs by a vote of 
three to one, the dormitorj- crowd two to 
one. They voted in the following manner: 



Vow I 

Tito hiKirl 0 
.Mkiiii rich) 2.S.4 
I'lHi Iniiit 74 .h': 



Campus 
1.2''. 
i4.4'-o 
74.4% 



Inli'dr.id-il 
.St' purine 



Town 

24.1. 

".'>.4'^ 



Ciinipus 



They feel much the same way about 



having newscasters do the commercials, 
the campus reacting even more nega- 
tively, with the voting in the following 
fashion: 

Town Campus 
Yes 23.7% 21.7% 

No 76.3% 78.3% 

Town and campus fell out on the sub- 
ject of how they would like commercials 
handled. The college group want a laugh 
with theirs, many home folk want theirs 
straight. The questionnaires tallied like 
this: 

Town Campus 
Slralftht 47.6% 29.2% 

lluniurous 38.1% 61.8% 
.SInftinft 14.3% 9.0% 

The normal expectancy is for jouth, 
even if bej'ond normal college age, to 
enjoy a light approach and it's just as 
normal to expect the adult listener, 
settled and living in a suburban towTi, to 
desire factual straight down-to-earth 
handling. 

While college and townspeople feel very 
much alike about various aspects of ad- 
vertising on the air, when it comes to 
favorite programs thev- differ two out of 
three times. Thej- are bound together 
only by a mutual love of baseball. Michi- 
gan is a sports hotbed and baseball leads 
all other sports in the Motor State. It is 
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not surprising tiierefore that tiie Coebel 
baseball broadcasts are high in the dialing 
habits of both East Lansing and Michigan 
State College. These sportscasts of the 
Detroit Tiger games won first place with 
the collegians and second place with East 
Lansing residents. The townspeople 
rated their first three program, in this 
sequence: 

1. Lux Radio Theater 

2. Gocbel baseball broadcasts* 

3. Newscasts 

The college crew on their part want base- 
ball first: 

1. Goebcl baseball broadcasts* 

2. Henry Morgan 

3. Hit Parade 

Townsfolk voted for practically every 
dramatic program on the air, although 
there is no doubt but that Lux Theater 
leads the air parade for them. The 
questionnaires revealed that the war- 
born habit of dialing news has not died 
with home folk. The ex-G. L's, now 
students, on the other hand, never de- 
veloped the war-news habit. For them 
the good humor of Henry Morgan and 
music for Saturday night dancing. Lucky 
Strike's Hit Parade, have more appeal 
than news. 

When it came to voting for their favor- 
ite announcers the regular residents of 
East Lansing and the Michigan Staters 
reversed themselves. The townsfolk gave 
the Coebel sports announcer first rating 
while the students rated him second. Of 
the total voting, the residents of the town 
gave their favorite announcers the follow- 



ing percentages of their votes: 

1. Harry Heilemann (Coebel) 28 2% 

2. Ross Mulhoiland (WJR) 14 \% 

3. Don Wilson 10 3% 
Milton Cross 10.3% 

The students on the other hand voted for 
their favorites in the following order: 

1. Don Wilson 46.7% 

2. Harry Heilemann (Coebel) 14.5% 

3. Kenny Delniar 1 1 3% 
The amazing lead that the students 

give Don Wilson as well as the importance 
given him by the regular residents of East 
Lansing add up to something that many 
advertisers haven't realized too well, that 
a straight commercial announcer who is 
made part of the program as Jack Benny 
has made Wilson means nearly as much 
as the program star. Advertisers also 
must realize that announcers no longer 
achieve importance because they an- 
nounce any program, they become im- 
portant only on commercial broadcasts. 

Placement of commercials on programs 
is still roulette for sponsors but both East 
Lansing and Michigan State have definite 
ideas about the matter — and they're not 
iconoclastic. The reason why the greatest 
number of cap-and-gowners want their 
commercials at the end of the program is 
simple. They say this permits them to 
select their next program without losing 
any of the entertainment — a very good 
reason for a sponsor not to put his major 
selling at the program's end — he loses too 
many listeners in that process. A chart 
showing just where both town residents 
and students want their commercials is 



printed with this report. 

The very last question in the spo.n'sor 
survey conducted by William C. Butt has 
perhaps the greatest meaning. Butt 
asked "Is the present system of cominer- 
cial radio broadcasting satisfactory?" 

The answers charted with this article 
were three to one for radio as the U. S. 
knows it, on the part of the townsfolk, 
but almost even money with the students. 
The latter voted heavily (44 per cent of 
them) for "a system that would ban 
commercially-sponsored broadcasts from 
the air." East Lansingites are pro- 
sustaining broadcasting only to the ex- 
tent of 22.9 per cent and even this 22.9 
is disturbed on how such a system 
would be maintained. About 50 per cent 
of the students who voted for a non- 
commercial system of broadcasting sug- 
gested an outright governmental subsidy. 
Other students suggested taxes on receiv- 
ing sets, tobacco, liquor, and luxury 
items. There were even a couple of stu- 
dents who suggested that radio set manu- 
facturers pay the bills. 

The townspeople who voted for a non- 
commercial air at the same time feared 
government control. A solid section of 
the 22.9 per cent stated simply that they 
liked the idea but didn't know how it 
could be done. 

Students are anti-commercial broad- 
casting for a number of rea.sons. First, 
{Please turn to page 44) 



*The Gtiebfl ImsehiiU broadtasls coBer the games of the 
Hetrott Tigers on a special netumrk of stations as welt 
as on WW . /-TV. 



East Lansing is a lich subuib where Lansingites and college 
piofs live. Home below is typical of housing in area 




Single students sleep In Quonset huts while married contingent live 
in giant trailer camp (In back of huts above). It's all very G. I. 




R-r'-- P-il'-Jl- !vi- 



^ S H -^ H -^ 0 ik 



OCTOBER 1947 



25 



Over 12,000 Rexall stores 




pany; a center spread about the network 
program; a half page ab)out electrical 
transcriptions on many of the Rexall 
products; a page report on a successful 
radio program in Texas; and an editorial 
on the advertising slant of the network 
program. 

Rexall doesn't just use broadcasting — 




Promotion is a salable prod- 
uct with Rexall. Sixty-six 



hundred independent druggists buy pack- 
ages of promotion material 12 times a 
year from the Rexall organization - pro- 
motion material which in many cases is 
tied into Rexall broadcast programs. 
The balance of the Rexall outlets 



(3,800) are promoted basically through 
a house organ called Rexall Ad-Vantages, 
which sells Rexall products and how to 
advertise them. A typical issue of Ad- 
vantages spotlighted: how radio was used 
in connection witli the opening of a re- 
modeled Rexall store in Fort Wayne, 
Ind., by the Meyer Brothers Drug Com- 




it promotes it. Recently (September 
15-18) Rexall opened its new giant 
drugstore and building in Los Angeles. 
During the four-day celebration there 
were four special Rexall broadcasts from 
KFWB and 12 Rexall broadcasts from 
KMPC, all of them built on a special- 
event basis. The Governor of California, 
Earl Warren, broadcast a special wel- 
come to the new building over each of 
the stations. Rexall president, Justin 
Dart, made a number of broadcast ap- 
pearances and guest stars from industry 
and radio including Ed. Williams, presi- 
dent of Lambert Phamiacal Co., Mayor 
Bowren of Los Angeles, Sheriff Biscailuz, 
Horace Thomas, assistant sales manager 
of Eastman Kodak, as well as the cast 
of Bride and Groom, all paid salutes to 
Dart and Rexall. One special broadcast 
came in part from "the world's largest 
drugstore" (the one newly opened) and 
in part from "the world's smallest drug- 
store," the latter located in Topanga 
Canyon, California. 

Both KFWB and KMPC have regular 
commercial broadcasts for Rexall, the 
former starring Jerry Lawrence in a disk 
session daily at 4-4:15 p.m. and the 
latter a nightly newscast from 9-9:15 p.m. 

The national program is featured in 
every promotional kit Rexall sends out. 
There are usually one window card, sev- 
eral counter cards, and innumerable 
throw-aways, all of which say, "Listen," 
and follow it with plugs for the program 
and its stars. Present material plays up 
Jimmy Durante, who will this season be 
without his sidekick of the past few 
years, Garry Moore. Stressed also will 
be the fact that the program will be 
NBC this season whereas in the past it 
has been CBS. 




Justin Dart, Rexail's president, gets every 
penny out oF each drug promotional dollar 

Now in its 35th year, the Rexall Maga' 
zine with 1,000,000 circulation is a typi- 
cal give-away pulp magazine with stories, 
features, some news, and much Rexall 
advertising. It's bought by druggists 
imprinted with their names and used 
both as a store give-away and as a mail- 
ing piece. Every page carries an under- 
line, which asks the reader to "Listen 
to the Rexall program starring Jimmy 
Durante, Friday nights, NBC network." 
There is also at least a half-page adver- 
tisement and editorial copy on the pro- 
gram somewhere in each issue. 

Radio is the final selling touch in many 
of the Rexall monthly product promo- 
tions and the program stars are always 
included in name and picture on the 
displays of the product leader for the 
month. Tests of these displays sans the 



radio touch have been made against the 
same displays with the broadcast-plus. 
The results have proved that while 
they're selling radio they're doing even 
a better job of selling the product which 
is promoted on the displays. Actual fig- 
ures on how much better a display with 
Jimmy Durante on it does than one with 
straight product exploitation haven't 
been released but researchers who worked 
on the project say, off the record, that 
25 per cent would be a fair estimate. 

Even small three-and-a-quarter by 
five-and-a-quarter-inch four-page folders 
have a tie-in cut on their lastpage, say- 
ing"Listen! Listen! Listen!" to Durante. 

When Rexall suggests new store de- 
signs to druggists there's always a place 
among the shelves of products for a 
streamer selling the radio program — • 
either the network program or the local 
program of the individual druggist. 

Despite all the promotion, pressure is 
never placed upon the druggist to sell 
the program. The idea which Rexall gets 
across is that radio is part of the Rexall 
product, that radio makes the Rexall 
trade name just as big as Listerine, Lever 
Brothers, Goodyear, Parker Pen, Alka- 
Seltzer, or any other of the hosts of trade- 
marked products that the average drug- 
gist carries. And it's done by telling the 
Rexall story, not by competitive selling 
against the other brands. Rexall is too 
clever to directly fight other brands that 
independent druggists carry — and on 
which they make a profit. It sells Rexall 
all the way — and promotion is part of 
the product that Rexall sells. 

Its local programs throughout the 
country run the gamut of show types 
but news broadcasts are more frequent 
than any other form of programing, and 
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House organ editorial helps and 
all printed rnatter says "listen" 
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THE DRUGGIST PAT O'BRIEN 
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Broadcasts are usually made something personal through two-page 
spreads in "Ad-Vantages" which explain why the show's good business 



The program star always says 
"Rexail's best" in displays 
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THE 5CHNOZZ CONTRIBUTES TO THE CAUSE— Lanq noied IlmmT Duioni* (leit) and hit »hor1. 
haired ildclcvk Carrr Moot. (ti9hl)> hilonouj rodto comedtooa, buy ticktu to thcli two houi 
choiHT »bow to the cltf audiloilun Jan, J7 tfom Hu9h Tefrf. mana^r ot ttation KLZ. Duiaat* 
and Hooi» will app*<ii In th* tnfaatil* p<jialT*l> boncltt pcf ioimance, pioccvd* liom whl€h will 
10 to D»n»M ■ Mareli ol Olm^^lund Tlck«ti con b« oblained at th. Drnyi Maicli ol Dimtt head, 
quorlxi. 610 Midland 5cf»ln9» hiilldln;. and at lb« D«n.n Dry Cood» componT tlcktt olUc 

Ticket sellins opens drive. Hugh Teriy (KLZ) sells Durante and Moore 



frcnv Boston to Hollywood, the old and 
new Rexall heme towns, the Rexall news- 
caster is a fixture. 

Druggists perform a public service, 
and the appellation "Doc" with which 
so many are addressed is no accident. 
They're a respected and vital part of the 
average town. Rexall therefore realizes 
that its broadcast activities must have a 
public service as well as an entertainment 
quality. 

When an opportunity presents itself 
for the Jimmy Durante program to help 
along a worthy cause, Rexall works with 
its local outlets and stations and does 
everything in its power to carry the 
public service ball. Typical was the visit 
of Durante and Moore to Denver in 
January of this year. Colorado had been 
badly hit by the polio epidemic last year 
and it was chosen for the most active 
ccmpaign for the 1947 March of Dimes. 
Every important ncme in the state was 
on the ccn-.mittcc including the governor 
and the govemor-clcct. Frcm the arrival 
of the Durante cast in Den\ er on Thurs- 
day, January 16, until their train left at 
7:50 p.m. Saturday, January 18, Durante 
and cast were on a mcrry-go-roiind that 
started with a parade and ended with 
an hour show at the Denver Paramount 
Theatre for 3,500 children Tickets for 
the broadcast sold at $25, $10, and $5, 
and over $5,CC0 was raised directly in 
this manner. 

Staion KLZ, under the direction of 
Hugh Terry, its manager, made certain 
that the Durante-Moorc names were 
everywhere. Not a single medium was 
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Star billing for Duran(e-^v'.oole on street car fronts 

commc m pehson 



missed to make the visit of the Rexall 
program to Denver a triumph and the 
Rexall and N. W. Ayer (Rexall agency) 
staffs worked with Terry and the March 
of Dimes local committee all the way. 

Basic difference between what Rexall 
docs and what most other advertisers do 
is fundamental to the Justin Dart in- 
spired operation. Where most sponsors 
expect their agency or network, or sta- 
tions to go pII the way promoting a pro- 
gram Rexall simply asks the netwoik or 
stations how Rexall can improve promo- 
tion. Seldom does Rexall permit a sta- 
tion to take the ball away from them as 
they did with KLZ in Denver. In this 
case it was a charitable drive and the 
thinking no doubt was that the further 
away Rexall kept from the March of 
Dimes the better it would seem to every- 
one concerned. That's typical of Rcxall's 
operations — knowing when to do and 
when not to do something. 

Rexall also may have decided to permit 
Hugh Terry, KLZ station manager, to 
carry promotional ball because he's 
known not only in Denver but practi- 
cally from coast-to-coast as a promoting 
fool. Give him something to root about 
and, as in this case, he docs the rest. 

The Denver personal appearance was 
public service at its best but it was a]l 
part and parcel of the thinking of Rexall 
executives, who don't look upon broad- 
casting or promotion as something aside 
frcm their regular business operations. 
They sell promotion and radio just as 
they sell the name of Rexall andjall the 
Rexall drug products. 
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"In person" cards In merchants' windows of Denver 




Transit advertising stresses the "in person" bioadcast 
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Coming fo Denver KLZ--C BS 
in Person! , n k. . 

^ .„ ^ 7:30 P. Mm Jan. n 

— lo launch March of 
Dimes" campaign lo flfiht 
polio. 
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Newspaper advertising sells appearance of Rexall show 
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Bumpers contribute to Durante-Moore appearance 
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This is fhe 
HAROLD L. BANTA Family 
of liHuskegon Heighfs, 
Michigan 



Harold Bania gets to see mote of his family than most 
men, with office right at home He lil<es it that way 
and so does the family! Here they are. Mrs and Mr 
in the bock row^ S-year-old Judy, and Terry Lee, 7, 
sealed on floor of their modern, homey living room. 



T TAROLD L. liANTA typifies iliousaiuls of Midwest business men — a city 
dweller with a strong farm interest. Harold and his family live in a re- 
cently built bungalow. The address is 1801 Peck Street in Muskegon's resi- 
dential suburb, Muskegon Heights, Michigan. Mr. Hanta, using a converted 
spare room at home for his office, is Secretary-Treasurer of the Muskegon 
County Farm Bureau and tlistrict manager for the State Farm Insurance 
Companies. 

Since his business is with farm folk, Harold profits from WLS agricultural 
sers'ices; they keep him well-posted on markets, crop conditions, weather and 
farm legislation. Hut there's more to it than business. "I like WLS because 
. . . the announcer seems to enjoy what he's saying and to be sincere in what 
he says about the products." 

Mrs. Banta likes our musical programs, spotted through the day — Judy and 
Terry Lee have several favorites, including Luni and Abner. Harold hears 
Dinner Bell Time, Farm Bulletin Board, and various market and weather 
broadcasts. The family gets together on their radioing for the WLS iN'ational 
Barn Dance. 

This is the Harold L. Banta family of Muskegon Heights — one of the thou- 
sands of fine young families in Midwest America. For 23 years, our micro- 
phones have focused on such families — giving them service to fill genuine 
needs- entertainment for the whole family's wants. As a result, we have their 
confidence and listening loyalty — guarantors of sound advertising results. 



Stilt on the phone at 7:30 p.m., Harold works long 
hours, brightened by a radio in his "home-office." 
He has been a regular WLS listener for ten years. 




890 Icilacycles, 50,000 watts, American afTiliale. Represented by John Blair and Com 
pany, Affiliated in management with KOY, Phoenix, and the ARIZONA NETWORK , . 
KOY, Phoenix . , . KTUC. Tucson , , KSUN. Bisbee-lowell-Douglos. 
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GREAT K 





There has always been only one Sinpin' Sam. His 
unfofKeiiable songs, sung lo a superb vocal and 
insirumenial accompaniment, have produced oui- 
sianding sales successes. 13 minute programs with 
universal appeal. 




AND THE 
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A five-man novelty band different because it com- 
bines a laugh riot with true musical talent. Each 
member has a truly fine voice and is an accom- 
plished musi>.ian. A "folksy" 15 minute program 
with big-time appeal. 






The bc>.t loved melodies that linger in everyone's 
heart . . . beautifully framed by poems of Ho- 
m.incc. An outstanding 5 minute show featuring 
Lawrence Salerno, Irene Vcrncr and other top 
ranking talent. 



Curlcy Bradley, a real cowpoke with a stcl 
voice, brings you his unmatched song stori 
the \Vest. 5 minute, tuneful tours throupl^ 
land of stampedes, sagebrush, and sourdoug , 




(HOWS 




YQUR HYMN 



FOR THE DAY 



Tierica's most familiar hymns with each 
nto a program gem containing a short 
te. 5 minute masterpieces with wide 
deally suited for a sponsor whose prod- 
he mood and spirit. 



Emile Cote's Wings of Song offers tradition in 
American choral music, and the Serenaders. 16 
superb mixed voices blended to produce thrilling 
15 minute renditions of the best from Tin Pan 
Alley, moviedom, and musical comedv. 



Aval able From I. S. I. 

Euch W2th 

Dis mctive Appeal 

Here are ; x important sponsorship opportunities, 
six super ly produced series of transcribed pro- 
grams, s shows with a record of outstanding 
sales sui esses. 

If you ue searching for something "different," 
consider one of these programs. A variety of 
moods and appeals are oflfered with at least one 
perfe tly suited to carry your promotion 
efforts 

Each of these T. S. I. shows is skillfully and 
professionally produced. Talent is not only 
featured by top ranking vocalists and en- 
tertainers, but anrrouncers, arrangers, and 
commentators are well known through- 
out the radio world. 

Information Available 

You are urged to write for informa- 
tion on the shows in which you are 
interested. T.S.I, will be pleased to 
send you full details including tech- 
nical and descriptive facts, back- 
grounds of the various artists, sales 
records, etc. 

Write or telephotte today or, if 
yon prefer , fill ortt and mail the con 
pou below. 






Tian?nipiian SaleT Inc 
117 W High St., Springffsld. Ohio 



Please send me detoils cn the progromj checked be^ 
low. 



Mo 



fiim- 
Cily 



Stole 




. Singin* Som >Capt. Stubby ond the Bucconeert 

, Youi Hymn fot the Doy Immorlol Love Song? 

Westword Hoi Wingt of Song 



TRANSCRIPTION SALES, INC/ 

17 West High St., Springfield, Ohio Telephone 2-4974 

k NEW YORK— TELEPHONE PIAZA 91446 ■. 

^ CHICAGO — ^TELEPHONE SUPERIOR 3053 -z'" ' . 

B LOS ANGELES— TELEPHONE HOLLYWOOD 5600 : ."^ : . . 



Ir. Sponsor Isks... 



"Slioiild an advertiser liave a radio 
adverlisinji nianaufer of his own?" 



_ , . I , I Radio Director 

Don Paul Nathanson | jf,e Toni Company, St. Paul, Mln 



Tlio 

;iiis\V4'i'S 

3li*. XsiilisiiiS4»ii 



A man who 

^^^^^^ knows radio thor' 

^^^^^^\ oughly, and is a 

I I member of the 

J sponsor's organi- 

st zation, is a dis- 

tinct help in the 
^^^^ promoting of that 

^^^^ i advertiser's pro- 
m grams. He doesn't 

need to be a man 
who is assigned 100 per cent to handling 
the radio side of a campaign, as long as 
he is fully cognizant of the possibilities 
and characteristics of the broadcast me- 
dium. Networks, stations and agencies 
do ever) thing possible to make a radio 
program effective. However, the job of 
turning commercial continuity into maxi- 
mum sales rests upon the sales, sales- 
promotion, and advertising divisions of 
the advertiser. 

Ideal cases of how radio-minded adver- 
tising departments of sponsors deliver 
sales, to mention only two, are the S. C. 
Johnson Company and Rexall Drugs, 
both of whom use their radio programs in 
every facet of their selling. There are 
several others. 

It is virtually impossible for a net- 
work or a station to do a complete job of 
point-of-sale promotion. That is a vital 
part of the operations of the advertiser's 
own promotion department. When a 
sponsor has someone wliosc c\-ery con- 
cern is to make broadcasting work for 
him, the results are almost certain to be 
better than when the job is handled by 
someone s^iiose responsibilities also in- 



clude the promotion of all the various 
media used by his organization. 

Audience promotion is an important 
part Tof the operations of NBC's Adver- 
tising and Promotion Departme:.t. How- 
ever, tiiere is no doubt but that the 
effectiveness of these network activities 
is greatly increased when there is some- 
one in the sponsor's organization who 
knows how to exploit radio consistently. 

No, it is not essential that an adver- 
tiser have a policy executive who de- 
votes all of his time to handling broad- 
cast advertising — but it does help. What 
is essential is that the sponsor have a 
man who knows how to use radio— how 
to work with his agency and network (or 
stations) to make radio a vital factor in 
his daily promotion and sales operations. 

ROV PORTEOUS 

Audience Promotion Manager 
NBC, New York 

Since radio has 
emerged from the 
mumbo-jumbo of 
mystery that was 
the rule in the 
* ^ ^ days of "blue sky" 
I * , selling, and has 

^Jk V become a re- 

* spected, full- 
fledged advertis- 
ing medium, it is 
natural that the man who pays the bills 
should wish to exercise the same super- 
vision over radio that he docs over other 
important media. It also follows that 
he will wish to get the most expert ad- 
vice obtainable. 

Personally, I feel that the more at- 
tention radio can get in the "executive 
echelons" of the client's organization, the 
better it is for radio. 

Also, the advantage of having an ex- 
perienced radio man in the client's own 
organization to interpret radio to the 
client in terms of his own problem helps 





the networks . the agencies and 

the entire industry. 

I would therefore say, in answer to 

your question, "Yes, a client should 

have his own radio advertising director 

if at ail practical." 

Warren Jen.vi.ncs 
Eastern Sales Manager 
Crosley Broadcasting Corp. 
New York 

The answer to 
your question de- 
pends largely on 
the advertiser 
since problems in 
advertising in- 
crease manyfold as 
radio expenditures 
increase. The ad- 
vertising agency 
functions smooth- 
ly for average advertiser, but when an 
agency spends $2,000,000 or more for a 
client in radio it would seem advisable, 
from the advertiser's standpoint, to have 
a radio specialist to assist the advertising 
manager in the interpretation of the ad- 
vertiser's problems to the agency. 

Many large advertisers have found a 
radio director particularly effective in 
the stimulation of promotion, and in 
tying in the merchandising of radio pro- 
grams with dealers, jobbers, and their 
salesmen. 

Radio directors prove extremely effec- 
tive for adveitisers in achieving better 
talent relations. A radio director is the 
connecting link between the sponsor and 
the performer, and brings greater under- 
standing between them. 

The advertising manager should by 
all means be the "officer-in-charge," but 
the radio specialist is more than an ad- 
visor. It would be unreasonable to expect 
an advertising manager to have accumu- 
lated the experience that a good radio 
specialist has. Many of our present suc- 
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(.lessful TEidio dirtstors began their careers 
as aiiurmnccrs nind/or actors, went into 
prciductLoiij ihcn got more experience in 
sU'itionf, iH'twfirks, and agencies. A back- 
ground %uch as this brings the advertiser 
a spcti.tJisl c;ipaWe of being of real value 
lo him. 

I'robitbly ibt strongest factor in favor 
of a radio spccijilist is that he relieves the 
(iver-all advertising director of a great 
mmy radio details foreign to general ad- 
vertising. Thus, he gives the advertising 
riiftnager the help of special skills while 
l&nving him free to manage the over-all 
friimework of all advertising media to 
(lie best advantage of the client. 

John M. Wyatt, Jr. 

Radio Director 

Cecil & Presbrey, New York 



I would say that 
having a radio ad- 
vertising director 
within the firm is 
a sound idea pro- 
vided the adver- 
tiser has several 
shows on the air 
for a variety of 
products, or has 
his account serv- 
iced by several agencies. In the case of 
the smaller advertiser, who uses radio 
infrequently or in no large amount, most 
of the radio advertising problems can 
be handled easily by the advertising 
manager, and a specialist is not required. 

A trained radio executive in his office 
can be of immense help to a big-time 
radio advertiser. He can coordinate all 
radio operations (particularly if the chent 
sliifis hfs shows around from product to 
pmdQct, or aj^ency to agency) seeing that 
consistency is, maintained in the adver- 
tising and show's. He is the focal point 
of ail raitio research and planning and 
ihe man whn traiislates radio ideas into 
terms of the fcrm's operation for the 
"boss." He ts radio as far as the com- 
pany's advertising goes, and runs the 
caJTipaign like a field commander. 

However, just hiring someone trained 
in radio is not enough. He must be given 
real responsibility and authority to make 
decisions, even if it means that product 
advertising managers have to relinquish 
some of theirs. Otherwise, the value of 
such a trained man is lost. I'll admit 
that it takes a good executive to fill the 
job well. He must believe in radio, 
understand it, and be able to sell it to 
Cither officers within the firm (which an 
agency can't always do). But I'll re- 

(PSeniie ttarn to page 56) 
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StiitoM WFBM 



• Distinguished Company— that's about 
the best way to describe your fellow spon- 
sors when you join the clients of WFBM. 

WFBM is proud of the fact that the 
city's best stores are on the station. The 
three largest Indianapolis department 
stores buy more time on WFBM than on 
any other local station. Also, to WFBM 
goes the lion's share of local Building 
and Loan, tire dealer, furniture store and 
theatre radio advertising. 

Your messages will be heard by good 
company, too. WFBM, the first station in 
Indiana, has been recognized as the 
"prestige station" for twenty-two years. 



WFBM 



BASIC AFFILIATE: Columbia Broadcasting System 
Represented Nationally by The Katz Agency 
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SPONSOR presents the second in a series of indices of locally-produced 
programs available for sponsorship throughout the (J. S. This issue lists represen- 
tative breakfast^ farm^ and folk music programs. These indices make available for 
the first time a yardstick on costs of ]oca\ programs since stations of all sizes are 
indexed. November issue will list participating, man on the street, juvenile, 
music, drama, sports, news, and variety programs and Canadian programs 

i^ovnl Vvo^vmns Availalilo i'ur S|miisoi*slii|i 



lew England 

Families: 2,353,000 Radio Families: 2,580,000 
Mdine, New Hampshire, Vermont, Massachusetts, Rhode Island, 
Connecticut 



ltr<sikf«isl l*iM»;:r«iiiis 

TIMES 



TITLE 




APPEAL 


RATING 


LENGTH 


PER WEEK 


COST* 


OESCRIPTION 


CITY 


STATION 


ALARM CLOCK CLUB 




General 


N A. 


40-mia 


6 


14 per apot 


Wake-up show that features pop tuaea, 
news, time signala 


Portsmouth, 
N. 11. 


HHEI 


BEANTOWN VARICTIES 


<iener;il 


4.5 P 


25-jnin 


6 


1108 

3 spots a w k 


\'ariety-musical type of morning show. 
Live talent 


Boston, 
Ma.sa. 


WEEI 


BREAKFASI IN THE SUBBCV ROOM 




\\ oiiien 




4 Z 1' 


15-min 


A 


1125 3x15 
min a wk 


SrtakfoMt C/ufr-type show with studio 
audi: nee, i^fts. etc. 


Boston. 
.^Ia.ss 


WEEI 


BREAKFAST TIMETABLE 




Family 


X A. 


SS-min 


6 


0. R. 


Birtbdaya. ml'aic, local and national 
neu-8 


Greenfield, 
.Mas. 


WHAI 


BREAKFAST WITH BEN 




■ 

Family 


SO 11 


60-mia 


i 


0. R. 


ytumicot C/orA-type witfa QCws, wcatbef 
re porta 


Hartford, 
Conn. 


WTHT 


CENE JONES 




Family 


N. A. 


15-niin 


3 


0. H. 


SonRS In Jones' romantic baritone, ac- 
companied by piano, guitar, ba^ 


Boston, 
Mass. 


WBZ 


JOT A lA CARTER 


Family 


IOC 


IS-nuQ 


6 


0. R. 


.Morning get-awake with Mve muuc and 
records, news, weather, time 


Burlington, 
Vt 


WJOT 


JULIE 'N JOHNNr 




Wonieii 


X A. 


30-min 


5 


0. R. 


Birthdaya, anni^'ersaries, local and 
Hollywood news, iniernews 


Worcester, 

Mass. 


WTAC 


TOP 0' THE MORNINC 




Family 


-V A. 


I5-niin 


6 


0. K. 


Mumicol Cloch-iypc, live version, new^ 
weather reports 


Burlington, 
Vt. 


WCAX 


rAMN PATROL 


Family 


N A 


15-mjn 




J!l« 


Jim Kandolf with light early morning 
patter and records 


Waterbuo', 
Conn 


wwco 



F.iriii 



OOIN- THE CHORES WITH STACEV 
COLE 


Men 


.N. A. 


15-min 


ti 


J144 1- lb% 
for tal 


Vatikee humor and anecdotes sauce up 
expert ad\-ice 


Keene, 
.N H. 


WKNE 




Al RAWLEr'S JAMBOREE 


Kauiily 


.\. A. 


3t)-min 


1 lltiUtal 
plus time 


£^aKeb^ush songs, tunes; noUn, gtiit&r, 
yodelling, features 1 


Boston, 
.Mass. 


WEEI 


VOOEIIN' SLIM 


Family 


12 C 


1 30-min 


5 


1181 -1- 15% 
for tal 


Slim Clark in ^tar-accompaDied songs, 
chatter bv mc Ozzie Wade 


Keene, 

S H. 


WKNE 



lliddle Atlantic 

Families; 9,653,000 Radio Families: 9,166,000 

New Vorl:, New Jersey, Pennsylvania, Delaware, Maryland, Washing- 
ton, D. C, West Virginia, Virginia 



IhMSikl'sisI l*i*o;£rsiiiis 

TITLE 

ALARM CLOCK CLUB 
OCROTHY t DICK 

• Time and talent unless otherwise indicated. N.A.-Not Available, H-Hooper, C-Conlan, P-Pulse, E-H-Elliott-Hayes; O.R.-On Request 
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APPEAL 

Fami y 

Family 







TIMES 


RATING 


LENGTH 


PER WEEK 




15-min 


6 


3.3 11 


40-min 


6 




4.S-min 


1 



COST* 



roo- 

r, Jnot.i-wk 



7 15 eye-oprner with request tunes and 
Dick Gould's patter 



Mr. Si .Mrs. format, chatter, eossip, 
comment 



.Norfolk. 
Va. 



New York 
Citv 



No matter how you break it down 

WRC is Wasiiington's First Station 



BiMH measured six stations in \V;isliiiigt(iii — tlie lour 
network outlet-sand two leading independent stations. No 
matter how vou break down these HMM fmures — Itv audi- 
ence levels or f^eograpiiit-al areas — \VR(j has a greater 
audience day night than any other W^ashington station. 



By Audience Levels 



WRC leads all other Washington stations in all audience 
levels at night — and in 8 out of 9 audience levels in the 
davlinie. 



BASIC »MB 10% LEVEL 




Stmion B Sloti'sn C . ,Stolion .Station E . ,,Slatio,i F 



The obove chor/ showi WRC leadership at the basic 
BMS 10% level. Complete decile comparisons 
avoiloble on request. 



By Geographical Areas 



WRC leads all other stations in the District of Columbia... 
BMB STATION CITY AUDIENCE 




,,.300.000 

f 



,.300.000 



WRC Station B Stotlox Stotlon O Slotioo E^ Slolio^fj 
In the Washington Metropolitan Area... 

BMB METROfOUTAN DISTRICT AUDIENCE ^^^^^^B 

WRC Stotion B Stotlon C Stotion D Station t Stotion f 



And in the Total Station Audience Area 
TOTAl BMB AUDIENCE 



_JO0.00O 





Slolion 6 SlotioflC Station B-.^Slolioii£^ Station f A 
? 



FIRST IN WASHINGTON 
980 KC. 

««pr«ion»»cf by NBC SPOT SALIS 




THE NATIONAL BROADCASTING COMPANY 
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APPEAL 


RATING 


LENGTH 


TIMES 

PER MEEK COST* 


DESCRIPTION 


CITY 


STATION 


hi! jin> 


\\ uiiii-n 


N A 


3U-miii 


6 


3 itvv wk 


.Mr 6i \ln. furnial; duiiig and thiiikjiig 
of day juiit i^ut^stn 


New York 
City 


WNBC 


HOUSCAARMER] 


l-ullill> 


.N A 


nii-niiii 


0 


0. It 


Ni-wn, bat>y nuu-s, birlbda)*s, loai pi-u, 
mm-, wcailit-r 


.^yracuw, 
N \ 


WNOR 


MILE OF SMILEl MIIH MILES 


l-UIIlt'°. 


4 V 
4 21 


lO-llilll 


1! 


SU'U it) 


Uibk Jo(ki.y wasion witti Wiles H^lcK-t. 
tiiue check*. w<-uth(T 


Warren. 
I'a. 


WNAE 


HORNING MUSIC HOUR 


1 Ull.ilV 


S A 




G 


0. U. 


C'UutaicuJ rvcordiiiKS 


PlulBilclplha. 
Pa 


MOAS 


PAUL COLEMAN 


Katii. y 


N A 


15-uiiii 


U 


SllU 


MuMic. Riu»ts. l(Kal ucN»9, liuic, N»cattu-r, 
1 chulUr 


IliliKhaiiitou, 
N V. 


WINR 


SUNNt SlOE OF THE STREET 


1 :iilill> 


.N A 


15-miii 


(i 


tiJ 


Muticaf Ctack-iypk show wiih tunc, 
1 weatliiT, nt»6 


Scninlou. 
I'a. 


WARM 


TERRt MASHBURN 


1 aiiilly 


N. A. 


150-111111 


6 


tl9U 

0x15-11111) 


\Va.slilmrii lipiiininK 0:30-9 ani 


liufTalo, 
N V 


WKBW 


THE MC CASNS AT NOME 


1 uimb' 


:> 11 


30-1I11I1 


5 


S40U 


Ai-rucsit-tht-talJe talk. 6.30-10 uiu 


Xew York 
City 


WOR 


TIMEKEEPER 


l-'aiiul}' 


N A 


120-min 


li 


t>xl5-aua 


\anfJ lou&ic, "Utby hour." time cherk^ 


Rouie-l'tica, 
N Y 


AKAL 


UNCLE BILL AnO SNOWBALL 


Futml>- 


\. A. 


lU-iuiu 


(. 


0. n 


■ liill O'Tuole and his "other vciw"; 
safetj -tlub lie-iu 


HaitimoTT-. 
Md. 


AITH 


*i Three 


Fuiuily 


N. A 


30-niin 


5 


' SI3.50n.'r 
spol 


Ileleo Hall, Gene Klavan ad lib over 
cnffpo; in-wsv. huinoroiui 


Ualtimurc. 
Md. 


ACBM 


rfiriii 


CHANTICLEER 


tuiiiily 


N. A. 


-Ij-Qim 


b 


Jii per 
spot 


Comment on farm news, niusu-. phil- 
osophy, humor 


Schencxtady, 
\. Y, 


WGT 


AALL FARM JOURNAL 


Mm 


N. A 


15-niin 


6 


$1*1 per 

t> spotb 


Station stafT, county agculs give farm 
news, prices, etc. 


,Mlddl(-tOM-D, 
N. Y. 


WALL 


AHJB FARM NEWS 


Family N. A. 


45-miD 





0. R. 


I anil Aj^ritv livestock reports, buy-aml- 
scll pxchauer, (-ic. 


Gn-ensburg, 
Pa. 


WHJ6 


Folk Music 


AL ROGERS 


Women 


-S. A. 


15-min 


5 


0. K. 


J<ogera sings wcsiern lures, tuUbilly 
songs 


Plllsburgh, 
Pa 


WJAS 


CHUCKWAGON JAMBOREE 


Family 


N. A. 


30-uiiu 


7 


$54 


Late afternoon cowbo> show, in a^iual 
kiddie seginenis 


Wilkes-Iiarrc, 
Pu. 


WIU 


COABOr JACK 


Family 


\. A 


6U-min 


C 


$92.50 per 


Singing hillbilly. Sold in minimum 
three 15-niin per wk 


Becklev-. 
\V. \ a. 


WJLt 


EMERT oeuTSCH 


Family 


N. A. 


3li-uiin 


1 


0. K. 


.\uthtntic E3'p6y munc on records. 


New Y'ork 
City 


wgXR- 
wQxg 


SSO RANGERS 


Family 


N. A. 


l5-n)in 


5 


IS. 75 per 
spot 


Cowboy records with dialect remarks 


Buffalo, 
\. Y, 


WGR 


POLKA TIME 


Family 


N. A. 


30-luiu 


6 


$43.50 
per broadcast 


Slavic listeners m this area give large 
foreign audience 


N'anticoke, 
Pa. 


WHWL 


RAOlO PUVBOVS 


Famil>- 


N. A. 


30-nun 


5 


0. 11. 


Li ve hi Ubilly combo wi t h songs and 
chatter 


Frederick, 

Md. 


WFMD 


SMILE FOR rOUR SUPPER 


Family 


S A. 


1 5-011 D 


2 


s:o 


Fred Chapman sings, accompanies him- 
self on guitar 


Wilkes-Bam-. 
P». 


WILK 


TOM SCOTT. TROUBAOOUR 


Family 


N. A 


lo-min 


3 


Jldo plus 
aim f*-p5 




Folk ballatb by Tom Scott and bis 
euitar 


New York 
Citv 


wgxR. 
wgxo 




Missouri, Okldhoma, Kansas, North Dakota, South Dakota, Nebraska 



IhMsikfsisf l*i*4»;fr:iiiis 

TIMES 



TITLE 


APPEAL 




RATING 


LENGTH 


PER WEEK 


COST* 


DESCRIPTION 


CITY 


STATION 


ALARM CLOCK CLUB 


Family 


N A. 


5 10 ]5-min 


5 


0. R. 


Typical Muticat C/ocA with news, 
records, chatter, time, etc. 


Wis. Rapids, 
Wis. 


WFHR 


BREAKFAST AT GORDON'S 


i amii;. 


N A. 


■ 

30-min 
J5-m]n 


5 
5 


$325 
SI3U 


Brcakfa^-iDtcmew show with gills for 
ladies, etc. 


St. Josopti, 
.Mo. 


KRES 


BREAKFAST JAMBOREE 


1' aiiilly 




00-rain 


5 


0. R 


News, folk and wcaterD tunes, chatter, 
time, weather, etc. 


Detroit, 
Mich. 


wgBK 


COFFEE CUP REVIEW 


Fuluily 


N .\ 


75-miD 




i; 50 15-min 


Karly morning show of fun, music, gags. 


Sweetwater. 


KXOX 



y2 prr ypot npw-'». etc Tn. 

• Time And'tdlent unless otherwise indicated. N.A,-No» Available, H-Hoopet, C-Conlan, P-Pulse, E-H-EllioH-Hayes; 0,R.-On Request 
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TlUE 


APPEAL 


RATING 


LENGTH 


TIMES 
PER WEEK 


COST* 


DESCRIPTION 


CITY 


STATION 


OH MOINES OltlT 


Women 


N A. 


35-inin 


5 


0. K. 


Dea Moines club news, women's news, 
chatter, iqterviews 


Oes Moines, 
Iowa 


KID 


EtRLT Bino PKOCRtM 


Fainll>' 


N A. 


15-min 


6 


0. H. 


Folkiiy sliow with music, tioie, weather, 
and 80 forth 


CliieaRO, 
111. 


WMAQ 


EiltLVWOItM 


Family 


N. A. 


90-min 


6 


S13 i>'r 

K)lUt 


i'latter, ctiatter; 17 sponaom on six years 
or more 


Coluubua, 
Uhio 


WBNS 


t:is srcciiL 


Faniily 


N. A 


30-min 


9 


O. It 


Lif;lit morning chatter, with weather 
and time, music, news 


Saninaw, 
Mich. 


WSAM 


MCK HiimiSON'S RUE ANO 
SHINE SHOM 


Family 


.N. A. 


15-inin 


6 


tl60.8U 


Waker-upp-r of news and mu^ic, with 
weather, ball scorvs, etc. 


Grand Rapids, 
.Mich. 


WUV 


KOFFEE KORNER 


Faioily 


X. A. 


2a-min 


5 


0. It. 


Live morning show, five-piece baud, 
emcee, comedy routines 


Cleveland, 
Ohio 


WJW 


HORNING RECORO SHOP 


Women 


1.7 P 


40-min 


6 ill.0S3U-M-c 
IIS. 30 1-min 


Morning show slanted to women listenera. 
News, musio, time 


Chicago, 

111. 


WIND 


UUSICtL CLOCK 


Family 


N. A. 


45-miu 


6 


0. It. 


News, farm info, sports, muiiic, time, 
weather, etc. 


Centralia, 

III. 


WCNT 


START WITH A WHISTLE IN THE 
MORNING 


Faruily 


N. A. 


IJO-min 


6 


U. ft. 


Hei^ucst tunea, time, and news. Gags, 
dedications 


Kvansnlle, 
111. 


WEOA 


F«iriii 


FARM ANO GAROEN 


Family 


N. A. 


15-Dllll 


1 


SlUU 
talent 


For city-dwellera w-itti gardens as well aa 
nearby farm folk 


Chicago, 
111. 


WLS 


FARM BULLETIN 80AR0 


Adult 


N. A. 


15-min 


3 


0. R. 


On station over 10 years, lias market 
new-s, weather, farm info 


Chicago, 
111. 


WLS 


FARM FRONT 


Men 


S. A. 


25-min 


6 


im 


Mixture of wire-service farm news, local 
news, weather, etc. 


.Ashtabula, 
Ohio 


WICA 


FARMER'S VIEMPOINI 


Kaiiiily 


N. A. 


15-mia 


5 


2 15-niin 


I^te local and stat« news, farm news 
and comment, weather, etc. 


Stillwater, 
Ukla. 


KSPI 


R-F.O 1400 


t-aiiiily 


11 DC 


16-min 


6 


180 


Preceded by folk muaic show. Serves 
up news, weather 


Portsmouth, 
Ohio 


WPAY 


WASHITA VAllET EXCHANGE 


Men 


N. A. 


15>niin 


5 


181 


Radio listing of items for sale or for 
trade 


Chickasha, 
Okla. 


KWCO 


WFHR FARM ANO HOME HOUR 


Family 


N. A 


60-min 


5 


0. R. 


Music with farm interest, with inter- 
views, farm news, weather 


WLs. Rapids, 
Wis. 


WFHR 


F«»lk >liisi«; 


HIlLeilLV REQUEST 


Family 


N. A. 


15-miQ 


5 


tm 


Folk tunes and hiUbiUy music aa per 
listener requests 


Chickasha, 
Okla. 


KWCO 


IT'S TIME FOR JOHNNT 


Family 


8.4 11 


15-llljn 


6 


S366 


Johnny Vanden Bosch sings ballads, 
hymns, western tunes 


Kalamazoo, 
Mich. 


WK20 


MEIOOT ACES 


Family 


N. A. 


30-miD 


1 


0. U. 


Uve folk music group of three pieces 


Fergus Falls, 
.Minn. 


KCOE 


SAITER.UORGAN BARN OANCE 


Family 


N. A 


tjO-min 


5 


tioo 


Saiter-.Morgan shindig with live talent, 
from local theater 


Xlncennes, 
Ind. 


WAOV 


SALLT'S SITTIN- ROOM 


Family 


N. A. 


Id-min 


I 


ro 

talent 


The salty humor and hiUbiUy son^ of 
Sally Flowers 


Columbus. 
Ohio 


WBNS 


TEX RANDALL 


Family 


N. A. 


15'min 


5 


J106.25 


Tex sings favorite cowboy and folk 
ballads 


Shenandoah, 
Iowa 


KFNF 


riMSEROOJANS 


Faniily 


N. A. 


3a-min 


5 


J203.O0 
lalem 


Four hillbilly musicians and mc make 
miisie and comedv 


Sioux City, 
Iowa 


KSCJ 



Southern 



Families: 8,380,000 Radio Families: 6,399,000 
Arkansas, Kentucky/ North Carolina, South Cdroli/ia, Teme;see, 
Georgia, Alabama, Florida, Louisiana, Mississippi, TexiS 



IKiMSikl'siNt; I*r4»|;;>r:iiii«>i 




TITLE 


APPEAL 


RATING 


LENGTH 


TIMES 
PER WEEK 


COST* 


DESCRIPTION 


CITY 


STATION 


ALARM CLOCK CLUB 


Family 


N. A. 


45-min 


6 


J.51 per 
fl spots 


Time, weather, news, musie 


\V. Memphl^ 

Ark 


KWEM 


BREAKFAST CABARET 


Family 




60-min 


6 


ilb 6 15-min 
p"'r wk 


Records and llol»art U.-irc: "BigRest 
scrrwhtll . . lives up to it" 


Alexandria, 


KPDR 


BREAKFAST PLATTERS 


Family 


K. A. 


12n-min 


6 


1195 fiilS-min 
per wk 


Records, background on the star?, radio 
show reviews 


Sew Orleans, 
La. 


WJBW 


COFFEE TIME 


Family 


N A. 


10-min 


0 


MS 


First ten to phone correct version of 
wrambled vn'^l win 1 lb of coffee 


Pcnsacola, 
Fl«. 


WBSR 



* Time and talent unless otherwise indicated. N.A.-Not Available, H-Hooper, C-Conlan, P-Pulse, E-H-Elliott-Hayes/ O.R.-On Request 
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"Best individual record was scored neither by a netvjork nor a 
network affiliate, but by an independent — IP'OV, New York. 
The only outfit to win two awards each year." 

BILLBOARD — SEPTEMBER 20, 1947 

Billboard again honors WOV 



Accepting these distineuished citations with understandable 
pride, WOV expresses its gratitude to the agency and 
sponsor executives who selected us as winners for 
the second consecutive year. 

We declare our continued dedication to an even more 
concerted effort toward our basic policy of radio 
broadcasting, that in serving the public interest we best 
Serve listeners and sponsors alike. 

Ralph N. IFeil, General Manager 
Arnold B. Hartley, Program Director 
John E. Pearson Co., National Representative 
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Irving Kaufman 

The original Lazy Dan, 
(caast-to-caast), featured 
player in "Street Scene," 
record star, Croiy Frenchman 
for Chateau Martin Wine — 
and now. Helpful Marry. 




Helpful 
Harry 



Musical Household Hints 



Ninety 30-second informafive-enferfaining transcribed 
musical spots, allowing 30 seconds for live commercial. 



A Miniature Program 
with a Gimmick 



Helpful Harry, with household hints in rhyme ond rhythm, sets 
a new pattern for tr on scribed onnouncements. It combines 
useful informotion, on irresistible tune and a unique booklet 
giveaway thot will "wow" the women. Horry S. Goodmon's 
"Weather Forecost Jingles" won CCNY's oword os the "most 
effective sponsored spot announcements produced in 1946." 
Helpful Horry is his candidate for 1947. Exclusive rights in your 
area moy still be open. Wire, phone or use ottached coupon. 



A TYPICAL JINGLE 
Harry; Mf ». Houiewil*. how 
do you do? 

rhU i% Helpful Horry with 
onol^ef hini for you. 

Anncr.: Con you iolv« ihn. 

Horry, quick 0» O wink; 
Whol Obout O ihirl lhol'» 
itoined with ink? 
Harry: Siolni ol ink con be 

removed. Try th ii me I hod. 
it'i opprOved; Though Ihe 
ihirt moy look o lignt. let 
it look in milk all nigh I 
Then you lounde' with 
core. You'll nev«r kno** the 
ink woi Iherel 



wirM HIS 

HllPfUl 
HOUSCHOlO 
HINTS 

roil 

HOUStWIVIS 



Send Helpful Harry audition disc 
and cosfs for my area. 



Name 
firm 
Address 
Cily 



40 




Zone State 



Radio Pi^oductions 

19 East 53rd Street 



New York. N. Y. 



SPONSOR 



i 



TITLE 


APPEAL 


RATING 


LENGTH 




TIMES 

PER WEEK COST* 


DESCRIPTION 


CITY 


STATION 


DISCORD AT DAYBREAK 


[ainilv 


N. A. 


fiO-min 






n I) 


Ziinv earlv morninjr roirser; music, lime, 
w^nther with Jaek Cummins 


Jiirksonvilie. 
F!:i 


wpoo 


CDDD MDRNING AUGUSTA 


Fninily 


N'. A. 






It 


sprts rXT ^^■k 


News, wcatiier. music, ityled for ain- 
reritv. frii-niliiiiess 


Ai]C!ii»ta. 
C.a 


WBBQ 


GDDD NEIGHBOR TIME 


Familv 


N. A. 


J l20-imn 




fi 


%2 pf r 
spo* 


Records Iiy request, news 


AK^'eboro, 
N. C 


WGWR 


JIM SAUNDERS THE DID 
TIMEKEEPER 


Family 


X. A. 


30-niin 




G 


J50 r 

fi R|)Otf) 


"Muti of many voiers" in homt- y comedy 
routine 


JfoKston, 
Tex. 


KTHT 


MILKMAN 


Faniily 


N A. 


75-1 inn 




6 


$57 fixS-iiini 
$S5 fixlO-min 


Top rerorils of the day. chatter 


Chattanooga. 
Trnn. 


WAGC 


920 SPECIAL 


Family 


iV A. 


iSO-min 






ill 55 per 7 
spots per wk 


Weather, time, humorous eiialtcr 


Odes.ia, 
Tex. 


KECK 


D'CDWELL'S CAPERS 


Family 


N. A. 


10-irin 




6 


$100 


Comedy -variety and records 


Johnson City, 
Tonn. 


WJHL 


DNCE DVER BRIGHTLV 


Family 


N. A. 


15-niin 




5 


J30 per 
15-min 


Mnsieal vanetv. modem, min trel. 
Iiallad; liclit eomedy 


San Antonio, 
Tex. 


WOAI 


RISE AND SHINE 


Family 


N A 


15-Miiti 




6 


i69.30 


Jesse Helms spins 'em from symphony 
to corn; "twist: t.ries nothing new" 


Roanoke 
Rapi<ls, N. C 


WCBT 


TIME TD RISE 


Family 


S. A. 


15-i)iin 


_ 





SIO talent 
per broadcast 


Bripk wake-up with np^s*s. time, records, 
by Honorary Mayor .rimmy Willson 


Birminghaifi, 
Ala. 


WAPI 


VERNDN CARTER SHDW 


Family 


N. A. 


lo-mit) 




6 


$175 


Carter spinning 'em by request 


VVa.<:liington, 
D. C 


WRRF 


WAKE UP, S. A 


Family 


N A. 


1 30-min 




fi 


S40. 70 
per 30-min 


Bud Whaley with rpeords comedy: 
"whioh is pure corn — but draws" 


r^an Antonio, 
Tex. 


KMAC 


WKWF BREAKFAST CLUB 


Family 


V. A. 


105-min 


6 


0. R. 


Members request records; weekly sound 
effects contest, news 


Kev West, 
Fla. 


WKWF 


VAWN CLUB 


Family 


N. \, 


60-min 




6 


??I per 


Time, weather, news, scores, chatter, 


Tarboro, 
N C 


WCPS 


Fsiriii 


FARM FAIR 


l''aniily 


1 N. A. 


l5-min 




ti 


$33.54 


harm news, niarket reports; 12:15 pm 


Florence, 
Ala. 


WMFT 


THE FARMER'S PROGRAM 


Family 


1 5.3 H 


15-min 


5 


S340 


Farm news, local and national guests, 
market reports 


Memphis, 
Tenn. 


WMC 


Folk 


ALABAMA HAYLOFT JAMBOREE 


Family 


7 il 


b'O-min 




(i 


talent 


Itfllph Rogers mc's a western, hillbilly 
session in folksy style 


Urmingham, 

Ala. 


WAPI 


ALL-REQUEST JAMBOREE 


Family 


X. A. 


15-min 




5 


0. K. 


Top hillbilly, folk artist recordings 


Claf-ksdale, 

Miss. 


WROX 


BARNYARD SWEETHEARTS 


Family 


\. A. 


15-min 




G 


$105 


T\ro sisters sing hillbilly songs 


Montgomerv, i 

Ala. 1 


WMCY 


CHUBBY AND THE BOYS 


Family 


N. A. 


15-min 




6 


$201) 


Live hillbilly music, songs 


Honkins^-ille, i 
Ky. 


WHOP 


COWBOY ROUNDUP 


Family 


N. A. 


fiO-min 6 


1— 

0 R. 


Western, hillbilly records, 4 pm 


Palestine, 
Tex. 


KNET 


CROSS ROADS JAMBOREE 


Family 


N. A. 


15-min 




B 
3 


S205.20 
5106.80 


Live hillbilly shovr 


Lexington, 

Ky. 


WLAP 


DIXIE JAMBOREE 


Family 


\\2 


60-rnin 




1 


S 10 talent 
per 15-min 


Live hillbilly music, audience participa- 
tion 


Jackson\'ille, 
Fla. 


WPOQ 


DONALD HOWARD & SMILING 
HILLBILLIES 


Family 


N. A. 


15-min 




G 


$200 


Old-time folk music, live 


Washington, 
N.C. 


WRRF 


ED AND BOLENA 


Family 


N. A. 


l5-niin 




6 


S 152. 50 


Live folk and western music, fotir 
musicians 


Johnson City, 
Tenn. 


WJHL 


HILLBILLY HIT PARADE 


Family 


\ A 


4o-min 




6 


nS2. 40 


Live and recorded 


BirminKham, 
Ala. 


WBRC 


HILLBILLY ROUNDUP 


Family 


8 70 


15-min 




5 


0. R. 


Vernon Tate with record-shop favorites 
and latest releases 


Greenville, 
S. C. 


WFBC 


INDIAN RIVER RANCH 


Family 




45-min 




Ti 


$34.30 per 
6 spots 


Stall stars recorded 


Ft. Pierce, 
Fla. J 


WIRA 


MAGIC VALLEY JAMBOREE 


Family 


X. A. 


55-inin 




n 


$75 per 
C.\15 min 


Requested hillbilly recordings 


Birmingham, 

Ala. 


WKAX 


MAILBAG 


Family 


aV a. 

1 


30-min 


5 


0. R. 


Requests by mail for recorded folk tunes 
of all types 


Longview, 
Te.x. 


KFRD 


MUSICAL ROUNDUP 


Family 1 


N. A. 

1 

i 


45-min 


6 


S75 GO per 
6.x 15 min 


Recorded hillbilly and novelty music, 
requests 


Paracould, 
Ark. 


KDRS 


MOUNTAIN 0:W BOYS 


Family ^ 


N. A 


30-min 


. 


S15 


Eight-piece hillbilly band, live 

m 


Florence, 
Ala. 


WMFT 


DLO DOMINION BARN DANCE 


Family j 


N. A. 


60-min 


G 


0. R. 


Cast of 20; studio M-F; from stage Sat 
night. Participation 


Richmond, 
Va. 


WRVA 


PURPLE SAGE BOYS 


Family 


N. A. 1 


30-miD 




5 


0. R. 


Live afternoon prozram of hillbilly 
music and patter 


Durham, 
N. C. 


WDNC 


RED RIVER DAVE 


Family 


N. A. 


15-miD 




5 


$15 talent 1 
per 15-min ' 


Crooner-composer Dave and guitar in 
new and old westerns 


San Antonio. 
Te.v. 


WOAI 


SATURDAY JAMBOREE 


Family 


N. A. 


60-min 




1 


1 

S3S 


Best western and hillbilly recordings 


HartsviUe, 

p r 


WHSC 



* Time and talent unless otherwise indicated. N.A.-Not Available, H-Hooper, C-Conlan, P-Pulse, E-H-Elliott-Hayes; O.R.-On Request 
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TITLE 


IPPCIL 


FIITING 


LENGTH 


TIMES 
PER WEEK 


COST* 


OEiCRIPTION 


CITY 


STATION 


iUOKr MOUNTIIN HILLBIlLlEi 


hamily 


N. A. 


l5-n)ia 


d 


SI25 


Typiral hillbilh' roroial 


DiUoo, 
S.C. 


WOiC 


snmiutLt 


I-'aiiiily 


VA. 


15-DllD 


1 


si; 10 


Negro Bpiriluuls HunK by a colored fulk- 
niuginf; group 


Florence, 
S. C. 


WOLS 


TRtlLRIOERS 


I'lioiily 


N A 


15-luiD 


6 


S2D2 


Uve hiUbilly unit. "Most popular In 
this wet Ion 1" 


Savannah, 
Ua. 


wttv 


WESIERN CUSSICS 


Kuuiily 


N A. 


l^-niin 




J35 ptT w k 
12 45 per lipot 


Old and new favorites of the romantic 

West 


Alruindna, 
U 


KPOR 



Pacific '"•"''^TAi^' 

Families: 5,074,000 Radio Families: 4,766,000 
Montana, Wyomins, Colorado, New Mexico, Idaho, Utah, Arizona, 
Nevada, Washinston, Oreson, California 




Ih'csikl'sist l*ro^r;iiiis 



TITLE 


APPEAL 




RATING 


1 LENGTH 


TIMES 
Kr week 


COST* 


DESCRIPTION 


CITY 


STATION 


BREAKFAST EXPRESS 


Family 




.N A. 


120.nun 


7 


140 ;xl5-min 
per wk 


Cominnler-train format, with chani;c of 
train h& sponsors chan|;c; informal 


PorterviUe, 
Calif. 


KTIP 


BREAKFAST ON NOB HILL 


Family 




N. A 


30-niin 


5 


0. R. 


Inter^iewE, stunts, contests, ftuest stars; 
Fairmount Hotel dining room 


San Francisco, 
Calif. 


KSFO 


Earlt morning REOUESI 


Family 


K. A. 


60-nun 




t45.40 7il5-min 
per wk 


Built around mail and phone rcquc&ts 


Brawlev, 
Calif. 


KROP 


MUSICAL CLOCK 


Family 


N. A. 


15-min 


5 


S5I 


Typical Muiicat Clock format, news, 
weather, dedications, etc. 


Colorado Spgs., 
Colo. 


KVOR 


ROOSTER REVEILLE 


Family 


N. A. 


45-nun 


6 


S25 6xl-min 
per wk 


Early morning (5;45-6;30) fun-frolic, 
news, with Tom Decker 


Portland, 
Ore. 


KALE 


ROOSTER ROSIER 


Family 


N. A. 


1 5-min 


5 


0. R. 


Muateat Clock format with Ted 
Baughn 


Seattle, 
Wash. 


KIRO 


SUNRISE ALARM 


Family 




N A. 


45-nun 


6 


(204 


Designed for variety of music; requests, 
birthdays, chatter 


Wenatohec, 
Wash. 


KPO 


TOP 0' IHE MORNING 


Family 




N A. 


15-min 


6 


r2 per 

2 setre 


Spike Jones* music and morning exer- 
cises 


Salt Lake 
City, I'tah 


KUIA 


I'^SII'III 


BUSINESS OF FARMING 


Family 




1.1- 
2.7 


15-min 


A 


S4!>7.50 


Problems dramatized, news, weather, 
livestock reports, interviews 


Salt Lake 
Cilv, Utah 


KSL 


COACHELU VALLET FARM 
JOURNAL 


Men 




X A. 


15-min 


5 


{60 


Local and national farlD news, weather, 
crop information 


Indio, 
Calif. 


KREO 


CORTEZ HOUR 




Family 




X. .\ 


45-uun 


6 0. R. 


All-around farm show, with news, music, 
home hintdi guest speakers 


Durango, 
Colo. 


UKPI 


FARMING WITH KIRO 


Men 


X. A. 


1 5-min 


5 


S^r.50 5\l5-min 
per wk 


Farm news, features, and talks. Weather 
information 


Seattle, 
Wash. 


KIRO 


KIMS-KCOr FARM REPORTER 


Adult 


12.5 


15-min 


6 SO-SISpcrpgrn 


Planned and edited farm news for the 
Tri -County area 


Santa Barbara, 
Calif. 


KTMS- 
KCOY 


PAY OlftI 


Family 




2,S 


30-min 
15-iiiin 


C 
l> 


$75 per 6 
spots 


Burton llutton gives a varied farm-and- 
hotne sorvire show 


Portland, 
Ore. 


KALE 


PECOS VALLEY FARM AND 
MARKET SERVICE 


.Men 




_ 

W, A. 


15-tuin 


2 


0. R. 


A. P. farm news and local items, plus 
market ser\ice 


.Arteaia, 

N. M. 


KSVP 


VALLEY FARM REPORTER 


Men 




N. A. 


30-niin 


5 


fOS.SO 


Local, national faioi market news, other 
news 


Brawley, 

rjiif. 


KROP 


F4»lk >fiiisi4' 


CLYDE AND SLIM 


f uiiiily 




■N. A. 


3U-inin 


l> 


SIL'ti talent 


llillbllly-t.\-pe mu3ic by the Copeland 
brothers 


i^pokane. 
Wash. 


KXLY 


LARRY BREHMER 


Family 




N. A. 


GO-min 


6 


17.35 per 
spot 


Old-time traditional favorites, not cow- 
boy swing; records; guests 


Tacoma, 
Wash. 


KTBI 


HAKE BELIEVE BARN DANCE 


l*:imily 




N. A. 


30-min 


5 


tl 75 per 

Fpot 


Recorded biUbilly stuff, with Sammy 
Taylor imitating the stars 


Portland, 
Ore. 


KWJJ 


OLD CORRAIL 


Family 




N \. 


»0-min 


6 


I) R 


Request tunes, folksy commercials, 15- 
min farm and world news 


Salt Ukc 
f'ilv, I tah 


KOYL 


•liivi'iiili' 


CAMPUS CARROUSEL | 


Juvenile 




.N. .\. 


3u-inin 


' I 


J.VJ 51) (>il5-nun 1 
f -1 per spot 1 


Latest recording?, campus news, chatter, 1 
bv (icorire Humphrey 1 


£>ant« Barbara. J 

Calif. 


KOB 



• Time and talent unless otherwise indicated. N.A.-Not Available, H-Hooper, C-Conlan, P-Pulse, E-H-Elliott-Hayes; O.R.-On Request 
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The Best Buy in 
Central Iowa 



SYMPHONY PLAYS A JINGLE 

The Buffdio Philharmonic, at austeie 
Kleinhanz Hall, played Lanny & 
Ginger's Jingle For Sattler's (Buffalo's 
largest store). The Boston Symphony, 
at a popular concert, performed a 
lengthy arrangement of Lanny & 
Ginger's "Soapine" Jingle, and the 
audience joined in on the Swing 
Chorus, played as Lanny & Ginger 
sing it. 

More? Theie's the Radio Press 
Award in Cleveland to Lanny & 
Ginger's Rosen's Bakeiy Jingle. 
Vou can't go wronj when you employ 
the voices that sang J. Wilcher's 
Adam Hat jingle, Beeman's Pepsin & 
Adam's Clove Gum jingles right into 
the heart of millions. They'/e also 
creators of the following jingles: 
• tAarMn Blades • Settler's • 
Rosen's Frozen Desserts • Seven- 
teen Magazine • Cocilana Cough 
Nips • Soapine • Mrs. We/ss' 
Noodle Soup • Wilson's Leading 
Jewelers • United Artists Pictures • 
and many more . . . 

So why not write for biochure 
"Jingles that don't Jangle." 

LANNY & GINGER GREY 

Radio Productions and Jinsles 

1350 Madison Ave., New York 28 
At 9-4020 



1 BLOCK PROGRAMING 

{Continued from page 18) 



I contracts with colleges directly and se- 
lects the station over whicli the games 
are presented. WHDH will also have 
the Boston College games and is building 
a real block of sporting events. 

Many other stations, which have built 
sizable audiences through baseball in the 
past, have permitted tliat audience to 
wander elsewhere once tlie World Series 
was over. Now that block programing 

I has proved that independent stations can 
and do hold their audiences by giving 

, dialers what they want, in large blocks, 

I their previous defeatist philosophy is 
being replaced by a positive approach. 
No longer do they feel that a station 
cannot exist without a network line. 
That doesn't mean that stations do not 
continue to fight for network affiliation ' 
but rather that when chey realize such j 
an affiliation is impossible due to prior i 
commitments they do not resign them- t 

I selves to fleabite operations but go right j 
after a vital share of the audience through 
block programing. 




HERE'S A REMINDER 



(if you need one) 

KSO is the only CBS station serving 
central Iowa . . . one of the nation's 
richest markets. 

Vou get this top market in 
one package over one station 



KSO 



MURPHY BROADCASTING COMPANY 
I 5000 WATTS -BASIC CBS 
Des Moines 9, Iowa 



Kingsley H. Murphy 
rRESIDENI 



George J. Higgins 
GENEKAl MANAGEI 



Heodley-leid (o. 
NAIIONAl KEPIIESENIAIiVES 



(Please turn to page 48) 




KTUL has as many local program sponsors as 
the other two netwoik stations in Tulsa com- 
bined. Here are the figures:* 

KTUL — 42 Program Sponsors 
Station A — 27 Program Sponsors 
Station B — 15 Program Sponsors 

That oveiwhelming popularity of KTUL with 
advertisers in the Tulsa Market is based on the 
concrete results obtained for KTUL advertisers 

*A recent analysis of program schedules. 



1 



ILTUL 



JOHN ESAU, Vice-President and General Manager 'Avery-Knodel, Inc., Radio Station Representative 
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BMI T^-'ifS'Ae^A 



Hit Tunes for October 

On Records) 

A GIRL THAT I REMEMBER (bmd 

T.x B.n.Vt-Vic.» . Vicio, Lombordo-Mai.* . Tommy Tgck.r-Col.* 

CASTANETS AND LACE cRep^buo 

S.mmyK.y,-Vic.S0.S345 . Bob Hou.lon-MGM|1 0074 

COME TO THE MARDI GRAS (-"-o 

V • r 37556 Ft«ddy Martin— Vie. S0-SS88 

FORGIVING YOU (Meihn) 

H.rty J.m.t— Col. 37588 . Johnny Johnilon-MGM 10076 
Sammy Kjyt — Vic. 

HILLS OF COLORADO aondon) 

Guy LombMdo— D«c. S4179 . Rob«il Scott— M«cuiy 3069 

I WONDER WHO'S KISSING HER NOW (m.h.o 

P,nyComo-Vic. SO.S315 . T.d W«rt,.-P.rTy Como-D.c. S5078 
R.y Noble— Col. 37544 . D.nmns Sli(.r«-Oip. 433 

F^r.Y;o&Tc"/^^^^^^^ "2.?Art..-Sono. ,01, 

M'^i:;^^Si^-i'oo<^:"w?[|::^^l.. S13, 

Pv i/ . r\«^ 911 in j*fTv Cooo«f~~Diamond SOBS 

D.nny '<7,'^g,V|,,'„ll^'ic."s5!o7oi ? B.njyo,. Sin3.,,-So„o,. 1 084 

JUST AN OLD LOVE OF MINE co^pbeii-Posie) 
LOLITA LOPEZ c^ncoe) 

Freddy Martin— Vic. S0-SS88 . Dinning Siilerj — C«p. 4>- 





SMOKE! SMOKE! SMOKE! (Thai Cigarette) cva 

Te. Willi«m.-C.p. 40031 . Phil Harri.-Vic. SO.S370I 
Lawienc Welk— Dec. S4113 . Digce Spiissini- CoaJl S63 
Johnny Bond— Col. 37831 

THE STORY OF SORRENTO (p-o") 

Buddy CI«k-X..ie,;Cg9.l-Col. 37507 . Bobby Doyle-Sis. 1 5079 

TE-NN-E-SS-EE (wno 

Blue Barron— MGM 10058 . Charlie Spivak— Vic. 20-2422 



.merlcdn) 



WaitMl I Get My Sunshine in the Moonlight 



(Vanguafd) 



Ginny Simmt — Sonor«30l4 . Jacic McLean — Coast 87?91 
Foul Chicles * Chuclc—MGM 10048 . Foy Willing— Mai. 601 3 
* Mel-Tones— B » W 85S 

• Soon to ht released 



TOWN VS COLLEGE 

{Continued Jrom page 25) 

many of them have heard tlie cream of 
American commercial programs overseas 
on the Anned Forces Networi< without 
commercials. Some of these same stu- 
dents have listened to BBC and liked its 
non -commercial aspect. Still another 
group listen regularly to the Michigan 
State non-commercial station on its own 
campus (WKAR) and enjoy what they 
hear. 

Most students were more voluble about 
broadcasting than were the folks at home. 
That's because they have held forth on it 
frequently durinS their freshman year 
where broadcasting is a favorite subject 
for group discussions. 

College students are also still being 
directed along an anti-commercial channel 
by many college and university staffs. 
Whether or not Michigan State is one 
such institute of higher learning, its en- 
rollment gives all the indications, with 
respect to radio broadcasting at least, of 
wanting to do what every group of under- 
graduates has always wanted to do — 
remake the universe. But since they're 
older and wiser what they think is likely 
to carry more weight and besides, radio- 
wise the rich suburban town of East 
Lansing doesn't think too differently from 
the college that's just around its corner. 




Speaking €f coverage, that reminds 
mel KING, Seattle, Ccvers all impor- 
tant areas in the Pacific Northwest! 



BROADCAST MUSIC INC. ' 

S80 FIFTH AVENUE • NEW YORK 19, N. Y. ^ 
NEW YORK • CHICAGO • HOLLYWOOD 
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SPONSOR 


AGENCy 


PRODUCT 


PROGRAMS 


I SPOTS j 


Barbasol Co., 
Indianapolis 


Erwin, Wasey, 
New York 


Brushless shave cream, 
blades 


1 -hour record shows, MTWTFS, 
WNEW (New York), WHOT (Indian- 
apolis) 

15-min record shows, MTWTFS, 
WEVD (New York) 





Bristol-Myers Co., 
New York 


Youns & Rubicam, 
New York 


Insram Shavins Cream, 
Ammen Powder 


Tex & Jinx, Wed 9-9:30 pm, NBC, 

1 34 stations 
Tex & Jinx, Sun 8-8:20 pm, WNBT 

(New York) 
Party Line, Sun 8:20-8:50 pm, WNBT 

(New York) 




Doherty, Clifford 
&Shenfield, 
New York 


Vitalis 


Mr. District Attorney, Wed 9:30-10 

pm, NBC, 133 stations 
Break the Bank, Fri 9-9:30 pm, ABC, 
1 85 stations 




Chesebrough Manufac- 
turing Co., New York 


McCann-Erlckson, 
New York 


Vaseline Hair Tonic 


Dr. Christian, Wed 8:30-8:55 pm, 
CBS, 156 stations 


E.t. spots, breaks, sectional 
markets 


Colgate-Pa Imolive- 
Peet Co., Jersey City 


Sherman & Mar- 
quette, New York 


Colsate Shave, Brushless 
Cream 
Palmolive Brushless, 
Lather Shave Cream 


Sports Newsreel of the Air, Fri 10:30- 

10:45 pm, NBC, 70 stations 
Can You Top This?, Sat 9:30-10 pm, 
NBC, 141 stations 


Periodic national e.t. spot 
campaigns 


Consolidated Royal 
Chemical Co., Chicago 


Arthur Meyerhoff, 
Chlca3o 


Krank's ShaveKreem 


Bob Elson on the Century, MTWTF 
6:15-6:30 pm, WOR (New York); 

7-7:15 pm, WHN (New York) 
15-mln live, e.t. quiz shows, MTWTF 
nishts, 4 stations 


1-min live courtesy spots, 
6 stations 


Eversharp Co., 
New York 


Biow, 
New York 


Eversharp Schick 
Razors, Blades 


Henry Morsan Show, Wed 10:30-11 

pm, ABC, 202 stations 
Take It or Leave It, Sun 10-10:30 pm, 
NBC, 163 stations 




F. W. Fitch Co., 
Des Moines 


L. W. Ramsey, 
Davenport, Iowa 


Fitch Ideal Hair Tonic, 
Brushless Shave Cream 


Fitch Bandwason, Sun 7:30-8 pm, 
NBC, 157 stations 





"42" Products, Ltd., 
Los Angeles 


Brisacher, Van Norden, 
Los Anseles 


Hair oil tonic, Kins's 
Men Toiletries 


Spotlisht on Hollywood, MTWTF 
2:25-2:30 pm pst, ABC, 22 Pacific 
stations 

News— Bob Garred, TTS 5:45-5:55 
pm, CBS, Columbia Pacific Network 


E.t. spots, breaks, some 
West Coast markets 


Gillette Safety Razor 
Co., New York 


Maxon, Inc. 


Razors, blades 


Gillette Fights, Fri 10 pm-conclusion, 

ABC, 255 stations 
uiMette Cavalcade ot bports (Madison 
Square Garden bouts), Fridays as 
scheduled, WNBT (New York) 




House of Hawick, 
New York 


Flint & Goldins, 
New York 


Dab-On Shave Cream 


bports Final, Mon 10:30-10:45 pm, 
WHN (New York) 




International Safety 
Razor Corp., 
Bloom fie Id, N. J. 


Badser & Brownins 
& Hersey, 
New York 


Speedway Razor Blades 




Limited national e.t. spot 
campaign in major markets 


Andrew Jergens Co., 
Cincinnati 


Robert Orr, 
New York 


Jersen's Lotion 


Walter Winchell, Sun 9-9:15 pm, 
/ADV., ^ 1 7 Stations 





Lever Bros. Co, 
(Pepsodent div.), 
Cambridge, Mass. 


Foote, Cone & 
Beldins, 
New York 


Trim Hair Tonic 


Count of Monte Cristo, Tu 8-8:30 pm, 
MBS, 50 Don Lee stations 
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Marlin Firearms Co., 
New Haven 


Craven & Hedrick, 
New York 


Razor blades 




Periodic national e.t. spot ^ 
campaigns 


Mennen Co., 
Newark 


Duane Jones, 
New York 


Shave products 


Mennen Shave Show, MTWTF 5-min 
e.t., 125 stations 






Bob Smith Show, MTWTF 7:45-8 am, 
WNBC (New York) 




Noxzema Chemical 
Co., Baltimore 


SSC&B, 
New /ork 


Medicated cream 


Gabriel Heatter, Fri 9-9:15 pm, MBS, 

1 56 stations 
Mayor of the Town, Wed 8-8:30 pm, 
/\t3C, zuu stations 




R. B. Semler, Inc., 
New Canaan, Conn. 


Erwin, Wasey, 
New York 


KremI Hair Tonic 


Date with Duchin, MWF 4:30-4:45 
pm, ABC, 186 stations 




John T. Stanley Co., 
New York 


Kelly, Nason, 
New York 


Stanley Shave Cream 


Live participation in Sports Final, fol- 
lowing Dodger games, WHN (New 
York) 


Live breaks in sectional 
markets 


sterling Drug Co., 
New York 


Dancer-Fltzsera Id- 
Sample, New York 


Glostora 


Zeke Manners, MTWTF 7:30-7:45 
am, ABC, 127 stations 


<■ 


Sterling Drug Co. (Cen- 
taur Co. div.). New York 


Youns & Rubicam, 
New York 


Molle Shave Cream, 
Double Danderine 


Molle Mystery Theater, Fri 10-10:30 
pm, NBC, 140 stations 


I: 


Wildroot Co., Inc., 
Buffalo 


BBD&O, 
New York 


Cream Oil Hair Tonic 


Sam Spade, Sun 8-8:30 pm, CBS, 

1 57 stations 
King Cole Trio Time, Sat 5:45-6 pm, 

NBC, 159 stations 
Live newscasts, sports, record shows, 

some major markets 


Live, e.t. spots, 230 sta- 
tions; 1-min e.t. spots, < 
Keystone Broadcasting 
System 



i;.- 



I 
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AGENCY RESEARCH 

Cx)ntiyiueil Jrom page 22) 
search unit in tlicir organizations. They 
outside for each job, hiring either a 
Irec lance researclicr or an indepentlcnt 
orfianiiation for each project. When 
Aver wanted to test commercials in giant 
markets (a vvired music operation) they 
hired Matt Chappell for the purpose 
(November 19-46 spon'sor). When Ayer 
desired to check the impact of television 
they hired C. E. Hooper, Psychological 
Corporation, and Pulse of New York for 
the job (March 19-47 spossok). The 



Ayer Institute in Philadelphia does copy 
testing but that's as far as the agency has 
gone toward a continuing research opera- 
tion. As a result their know-how on 
getting the most out of Hooper, Nielsen, 
and any other survey reports to which 
they may subscribe is not rated highly in 
or outside their organization. 

A number of agencies subscribe to all 
the sources of program rating data. The 
reports are stacked neatly on a radio 
staffer's desk and referred to every once 
in a while for information on the rating of 
a program. The fact that these reports 




NETTING 



new 



AUDIENCES 

V^'SBT is hringing thoiisanils of 
new listeners into its loyal audi- 
ence. These newcomers are wcl- 
coiiicil hy frienilly promotion in 
tlicir own communities. \^'S1JT 
wa< a <;oo(l huy at 1000 watts. ^W, 
at 50U0 watts, it's unbeatable. 




PAUL 



R A y M E R 



c o . 



960 KC . CBS 

NATIONAL REPRESENTATIVE 



are intricate mechanisms which have to 
be studied, analyzed, and correlated with 
other data just isn't appreciated by either 
the radio men, the account executives, or 
the policy executives of most agencies. 
Probably less than 10 per cent of the 
subscribers to rating services use the 
latter efficiently despite the fact that 
their possibilities are constantly called to 
the attention of their subscribers. 

It is true, of course, that the average 
agency radio executive hasn't the time 
adequately to digest or analyze rating 
reports. The high ranking among spon- 
sors (their own and others) of Foote, Cone 
and Belding's Chicago radio research 
operation isn'^t accidental. All rating 
data is digested by someone specifically 
assigned to this job by FC&B and re- 
corded in a black book labeled Radio 
Rejerence Data Book. This book isn't 
placed on the library shelf and forgotten. 
Every account man at the agency has a 
copy for his own continuing use. Every 
client receives the information from the 
book that the account executive feels is 
important to that client. The only flaw 
in FC&B's operation is the one mentioned 
previous'y, i.e., that the information is 
funneled to clients through the account 
men and therefore what reaches the ad- 
vertisers depends upon each account 



ACCOUNT EXECUTIVES 

The Pacific Coast's Greatest 
Half-Hour Radio Show 
Is AvaiUble 



It's the Joe Hernandez Shew! 

Cvrrtntly under Sponsonhip in 
Loi /ngc/cs by 

Marshall & Clampett 
Plymouth & De Soto 

1 . The Highest Hooper, six 
nights weekly, of any 
like show in radio! 

2. Biggest irailpullin history 
of local radio, 56,000 
letters in five weeks! 

3. More than 1,000,000 
listeners nightly, of which 
iS'i/c are families, home- 
rrakers, etc. 

The entire Pacific Codst, with the 
exception cf the Loi Angelei market, 
is immediately .available. 



THE JOE HERNANDEZ AGENCY 

954 So. La Brea St. 
Los Angeles 36, Calif. 
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SPONSOR 




\Ne Got 'Em! HJGH in favor..' 

low on the dial 



Songs 



"The Texas Rangers" transcrip- 
tions of western tunes are tops in 
quality of content. The price is 
reasonable — scaled to the size of 
the station and market. Available, 
too, al cost is an attractive song 
book for give-away or self-liqui- 
dating offer. 

Write or Wire for Complete Details 

The Texas Rangers 

AN ARTHUR B. CHURCH PRODUCTION 
Geo. E. Holley, Mgr. Syndicated fealuret 
PICKWICK HOTEL, KANSAS CITY 6, MO. 




Represented nalionatty 
by EDWARD PETRY & CO. 



iiwn's belief or disbelief in rescarcli. How 
this can be controlled, since account 
executives are notoriously wary of per- 
mitting client contacts ntiier than tiieir 
own, is a matter tiiat has to be settled 
within each agency. In some cases it 
never will be possible for research to have 
direct access to the advertising, sales, 
marketing, and research executives of the 
advertiser where the agency account 
executive can and does restrict client con- 
tact to himself. 

A sizable problem in client-agency rela- 
tions on the subject of radio researcii is 
uho should pay what. Not so long ago 
Procter & Gamble decided that all charges 
for rating services, even those ordered 
directly by P&G, should be paid for by 
its agencies. This dropped into the lap 
of Compton and the other P&G agencies 
a fixed fee that had to be deducted from 
their earnings from the soap account. 

Most agencies with research depart- 
ments have arrived at a broad concept of 
where the money that pays for research 
will come from. If the re'^earch is being 
used to enable the agency or any one of 
its departments to function better as a 
unit within the agency the bill is paid for 
by them. If, on the other hand, the re- 
search effort is being expended 100 per 
rent for a specific client and the facts de- 
cived therefrom are to be the property of 
the client then the latter is usually billed 
for the project. In most cases it is clearly 
underst(X)d in advance approximately 
what the research effort will cost and the 
amount is included in the advertising 
budget. 

Although this is the general approach 
to who pays what in research this doesn't 
mean that every case is handled on this i 
urle-of-thiunb basis. Frequently a radio I 
campaign does not attain its objective, 
and the agency, in order to hold the 
account and/or justify its judgment, will j 
engage in an extensive survey project 
which it not only initiates itself but i 
which it conducts without giving any 
prior information to the account. In 
these cases the full bill is absorbed by the i 
agency. ' 

Agency research plays a big part not 
only in getting new business but also in 
holding it. McCann-Erickson recently 
released a study of the cosmetic business 
— a business which had been hit far more 
drastically by the postwar readjustment 
than other luxury items. Outwardly the 
study was a service to business in general 
and the beauty products field specifically. 
However the trade-wise, knowing that 
McC-E had at least five important manu- 
facturers of beauty products "in the 
(Please turn to page 60) \ 




TELL IT 
TO IOWA'S 




WITH WMT! 



Want to reach fanners? Then you'll 
want WMT in Eastern Iowa in the 
heart of the greatest fanning country 
on earlh. 

Want to reach factory workers? Then 
you'll want W.MT in Eastern Iowa — 
wliere lialf of the richest IJ. S. state's 
inroine fleri\es from sieatly industries. 

Whate\er your story, you'll find a 
l)rosi)erous, loval, listening audience 
in W'MTland! 

A si: your Katz representative for details. 
600 ki!ocycle= 5,000 watt> Day & 



SELL IT WITH... 



''MSKt'SHO'KS. 



WMT 



CIDAR KAPIDS 



The Station Built By Loy«l Litt«n«r- 
fhip .. . . Now in its 2Sth Y««r! 



BAUC COLUMBIA NETWORK 

Night Member: ^^i<^■^tate^ Group 



OCTOBER 1947 
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Ill the (]ities 




On the Farms 



The voice of KMBC covers a 
vast 78-county area, divided 
into two almost equal parts 
and termed the "Heart of 
America". 51% of the popula- 
tion is urban and 49% rural. 
Both the industrial capital of 
the Midwest and the nation's 
af^ricultural center are located 
within its boundaries. It in- 
cludes Greater Kansas City's 
booming factories and dis- 
tributing organizations — plus 
some 47,000 square miles of 
busy and prosperous farm 
country. 

In its radio coverage of this 
area KMBC supplies custom- 
built programs for both the 
rural and urban halves, thi,'s 
providing a complete broad- 
cast service. 

Make sure your selling effort 
in the "Heart of America" 
reaches both those in the cities 
and those on the farms. You 
need both halves for a whole- 
Hearted selling job. 



AVAILABILITY 

KMBC Mid afternoon News with 

ERIE SMITH 

Monday thru Saturday — 3:25 P. M. 

WRITE FOR DETAILS 




KMBC 



of Kansas City 

Free & Peters, Int. 
Siici nn-Tti lisle CIS Sliltti Iti %mn i>< Miiuirl 



BLOCK PROGRAMING 

(Coii/iiiKcrf from page 43) 

■\ (undamcntal factor in horizontal 
block progrjiming is the fact that the 
lisrener can find what he wants ro'liear 
on the same frequency at the sime time 
every day. He knows thnt he'll ^havc 
tht news on the hour, or on the half hour, 
or fi\'C minutes before the hour, from 
morn to midnight. Since most block- 
programed stations feature music and 
news it's possible to adjust schedules to 
the needs of their audiences quickly. 
I During the war when most factories 
I were working round the clock these sta- 
tions geared their music to wartime liv- 
ing, not a nine-to-five peacetime regime. 
That meant that their daytime music 
was not 100 per cent programed for the 
housewife but for men who worked the 
four-to-midnight or the midnight-to- 
eight shift. Today these block-programed 
stations may have "rise and shine," 
"clean the house," "lunchtime," "wom- 
en's club time," "teen-age time," "din- 
ner," and "slumber hour" sessions. 

Such programing means, of course, 
that the station controls its programing 
100 per cent and the advertiser buys 
advertising with the knowledge that he 
can obtain only a limited identification 
with any program. This is almost the 
exact reverse of network advertising, 
where the aim is to link the sponsor and 
his program in the minds of the listener. 
Programs such as Cavalcade of America, 
Lux Radio Theater, Bob Hope, Bergen- 
McCarthy, and Fibber McGee and Molly 
do as much selling for du Pont, Lever 
Brothers, Pepsodent, Chase and San- 
born, and Johnson Wax as the commer- 
cial continuity on each airing. Adver- 
tising copy on block-programed stations 
has to carry the complete selling bur- 
den. The programs deliver the audience, 
the commercials deliver the sales. 

Agencies frequently question the mail 
pulls of block-programed stations. The 
best relevant case history available is 
that of WCKY which shifted on April 
15, 1946, from a network affiliation to a 
completely independent block operation. 
Mail increased 70 per cent in the first 
year of block operation. By June 1946 
the monthly mail count had reached 
33,894; for Januar> 1947 the mail count 
was 113,809. From June through No- 
vember 1946) WCKY secured more than 
130,000 new subscriptions for the South' 
eru Farmer, which according to the 
editor of the publication, Aubrey Wil- 
liams, is " the most wonderful story 
in radio." 

WCKYS Nelson King on his eight- 
( Please turn to page 59) 



FORJOE 

METROPOUTAH 
MARKET 
STATIONS 



WKAP 


Allentown 


KVET 


Austin 


*WORL 


Boston 


WFAK 


Charleston, S. C. 


WTIP 


Ciiarieston. W. Va 


WSBC 


Chicago 


*WJBK 


Detroit 


KNUZ 


Houston 


KWKW 


Los Angeles 


WNEX 


Macon 


WHHM 


Memphis 


KARV 


Mesa -Phoenix 


WMIN 


Minn. -St. Paul 


WBNX 


New York 


WLOW 


iVorfolk 


WDAS 


Philadelphia 


WWSW 


Pittsburgh 


KXLW 


St. Louis 


KONO 


San Antonio 


KUSN 


San Diejro 


KEEN 


San Jose 


WWDC 


Wash., D. C. 


WHWL 


Wilkes -Barre 


WTUX 


Wilmington 


except in New 


York except in Chicairo 



For joe Offices 

New York • Chicago • Philadelphia 
Pittsburgh • Washington* Baltimore 
Los Angeles • San Francisco 
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Contests and Offers 



SPONSOR 




PROOKAM 


TIME 


OFFER 


^RMS 


OUTLET 1 


AMERICAN OIL CO. 


Oas, oil, 
tires 


Proressor 
Quiz 


Saturday 
10 10:30 pill 


$50 cash 


Complete in up to 25 words Sfntenre about 
Amoco product (different weekly!. Winner 
gets 125 plus $25 if he included ■'i acceptable 
questions and answers for use on program 


Aitr 


BUTTE UncWiriu bU. 


Hppr 


Hospitalitv 
House 


MVVF 
9:15-9:30 prii 


Frpp raxe of Butip liner 


First -postmarked correct answers to six true- 
false questions wins case in each of four areas 


"Z" Net, 
Montana 


CLAIR'S ICE CREAM- 
TOM COLLINS JR. 


Ice cream, 
soft drinks 


Hi-teen 
Club 


Saturday 


McrrhuiidiRe, theater tickets, flowers, 
etc. 


Local contestants draw durini; show; winning 
numbers awarded gifts 


WEHR, 
BufTalo 


COLGATE-PALMOLIVE- 
PEET CO. 


Ool gate 
Toothpaste 


Can You 
Top ThisT 


Saturday 
8:30-9 pin 


Ca-sh prizos and Can Yon Top This" 
gag book 


If joke sent to program used, :»i'[[di>r Rets 
prizes 


NHC 


CONSOLIOATEO ROYAL 
LnCMivML vunr. 


Kraiik's 
5 have- Kreeiii 


Bob FIson on 
(Vntury 


MTWTF 
6:15-6:30 PDi 


Kevere Bull Point Pen 


Send iioxtop and 50c to )>r<^>gram 


Won. 

Npw York 


FEOERAL COUNCIL OF 
CHURCHES 


institutional 


(tems for 
Thought 


Friday 
8:45-8:50 am 


Booklet: "Use of the Scj-ipture."* in 
Evaneelism" 


Free on request to program, c/o local station 




GENERAL FOOOS CORP. 


La France 
Bluing Flakes 


Second 
Mrs. Burton 


MTWTF 

9—9- 1 K nrii 


40 baundromates, plus S1.0t)fl 
cash to best entry 


Complete sentence: "1 like etc" in 2^ 
wordS( send to sponsor. Battle Creek 


CBS 






GENERAL MILLS 


Bisquick, 
(;okl Medal 
Flour, 
Cheerioa 


Betty Crocker 
Magazine of 
the Air 


MTWTF 
10:25-10:45 am 


Jubilee Baking Ilecipe.s 


Request to sponsor, MinneapiiHs 


AMP 


Hymns of All 
Churches 


MTWTF 

Q-'Jt-Q-ie; Dill 


Booklet: "Ten Rules for Getting 

IVrbU lib 


ReqiiesI to sponsor, Minneapolis 








Light of 
the World 


MTWTF 
2:45 3 pni 


Ball-point pen with built-in key chain 


Send 25c and Cheerios boxtop to product, 
Minneapolis 


NliO 


ILLINOIS MEAT CO. 


Broadcast 
Corned Beef 
Hash 


Ethel & Albert 


TTh 

1:15-1:30 pm 


(Jem wall-type can opener 


Send 35c and label to sponsor, Chicago 


AHf 


JOHNS-MANVILLE CORP. 


Hoofing, build- 
ing products 


Bill Henry and 
the News 


MTWTF 

8:55-9 pm 


Booklet: "Home In.sulation ' 


Request to sponsor, NVw York 


('H.<! 


KERR CHICKERIES 


Baby chicks 


News of the 
Farm 


MTWTFS 
5:45 6:25 am 


Booklet, "Poultry Raiser'.s Guide" 


Request to program 


WOJ(, 
New York 


LOS ANGELES SOAP CO. 


White King 
(iraiiulated 
Soap 


Frank 
Hemingway 


MTWTF 
5:45-6 pm pst 


Complete postwar kitchen; also AltC 
automatic ironers, dinette sets, electric 
stoves, silverware, etc. 


Complete sentence "I like White King Soap 
because." Send with boxtop to contest, 
Holly «-ood 


ABP 
Pac. Coast 


MAIL POUCH TOBACCO 


Kentucky 
Club tobacco 


Fishing & 
Hunting Club 


Monday 
10-10:30 pm 


Fine pieces of hard-to-get hunting and 
fishing equipiuent 


Gift for each unusual story, tip, or question to 
program 


MBS 


MERCER PIE CO. 


Mercer's 
Pies 


.Money Pie 
I'rogram 


MTWTF 

1:30-1:45 pm 


Ca.sh prizes 


Listeners phoned at random guess identity of 
three Mystery Tunes 


WUOU. 
Chattanooga 


METROPOLITAN LIFE 
INSURANCE CO. 


Insurance 


Eric Sevareidi 
News 


MTWTF 
6-6:15 pni 


Health booklets 


Request to program, c/o local station 


CHS 


MILES LABORATORIES 


Alka-Seltzer, 
other products 


Quiz Kids 


Sunday 
4^:30 pro 


Zenith Portable Radio, or Zenith Con- 
sole Radio- Phonograph 


Portable for suitable question to Quiz Kids. 
Chicago, if used. Console if kids miss question 


XBC 


NATIONAL AIRLINES 


Transportatiou 


Spot 
Campaign 


Various 


Vacation booklet listing Miami hotels 
otTering low vacation rates 


Reifuest to sponsor c <o station 


17 

stations 


QUAKER OATS 


.^uut Jemima 
Ready-Mix and 
Pancake 
Ready-Mix 


Ladies Be 
Seated 


MTWTF 
2-2:15 pm 


Plastic salt, pepper set 


Send 25c and boxtop from either product to 
protiiram 


ABC 


RALSTON-PURINA CO. 


Ry-Krisp, 
Ralstou 


Checkerboard 
Jamboree 


MTWTF 
12:15-12:30 pm 


W'ni. Rogers silver-plated chee.se 
spreader 


Send label from any Kraft Cheese spread Or 
wrapper from Ry-Krisp, and 25c to Ralston, 
Walliogford, Conn. 


MBS 


RONSON ART METAL 
WORKS 


Hooson 
lighters 


Twenty 
Questions 


Saturday 
8-8:30 pm 


Lighter to sender of subject used; if 
stuilio contestants stumped, grand 
prize of silver table ligiiter, matching 
cigarette urn, iray 


Send subject about which 20 questions may be 
asked, lo program 


MHS 


WILLIAMSON CANOY 


Oh Henry 


Detective 
.Mysteries 


' Sunday 
4:30-5 pm 


$100 reward from "True Detective 
Mysteries' Magazine 


Notify FBI and magazine of information lead- 
ing to arrest of criminal named on broadcast 


ME-! 



tough -minded 
examinaffion 
of 1947 
radio values 
siiows tiiat 
CBS is tiie 
most effective 
networic 
in America, 
today 



Tlicic i> one y;ii<l>lick of radid ('fT('< liv<Mic«S 
llic l()ii';li-iiii.'!(lc.l ;i(l\('ili-('r look- al liardc-l 

— llic aclii;!l co^l of audience.- delivered 1o 
liis profiraiu. And lln* fipiirc- show tliat: 

CBS leads all other networks 
in delivering actual audiences 
at lowest cost to advertisers 

The facl> on lliis lia\c jii-l licen -iiminarized 
in a new CI{S sliuly llial covei- not any one week 
or nionlli hnl llic enlirc |)oi°i()(l of >laiidiird lime. 
Oi loIxT 1916 — April 1917. Arrd llie farls -Irow 
llial for llie cnliri- cxeninp -rliednle on all 
riclworks <everr niplil- a v, e(>k: 

TIm' >c<'<nid-lM>.>'l iM'lvork is only 96% 
a> ('ITiM'liM' as (^HS — aiul iIm" foiirlli-lu'.si 
iiolvork i.s only 66% as ('IT^M'liv*' ii^ CHS 

— ill (h'livrriii'fi tirlual ninliriirrs for varli 
(nlvortis'nii; ihtlhir oxpriulod. 

To see llic coniplele -Indy . . . 
aird Id "cI lire iilmo.-l iir Wadio valirc.-... 



SEE CBS... 

THE COMPLETE NETWORK 



IN YOUNGSTOWN 



M.4 

»X RADIO THEATRE 



|| ' l(y "\ ISAIY 

ICE CREAM & MIIK 



19.0 

\YNE KING'S ORCH 





AUIO LIIE 



KATE SMIT^ 



I 



I 
I 




22.6 

DICK HAYMES 




25.9 

INNER SANCTUM 



25.5 



BIONDIE 



..V»25.i| -^-^ 24.0 

FBI IN PEACE & WAr|mAYOR OF THE TOWN 




22.1 

JACK CARSON SHOW 




24.9 

FANNY BRICE SHOW 





BOB HAWK 



CRIME 24.2 

PHOTOGRAPHER 





SUSPENSE 



Adventures 
OF SAM SPADE 



27.5 

MN DAVIS SHOW 



20.2 

DINAH SHORE 




INTERNATIONAL SILVER 
// // 



20.9 

JACK SMITH SHOW 



Adventures of 
OZZIE AND HARRIET 





HIT PARADE 



AMERICAN 20.7 
MELODY HR. 




26.7 

CRIME DOCTOR 





il'i 




oauo-5 



BOSTON BLACK IE 



20.7 

DR. CHRISTIAN 



20.3 

DURANTE-MOORE 




20.4 

MEL BLANC SHOW 




20.3 

SAT. NIGHT SERENADE 



Of the tlO highest Hnoporatod shows (and 
what Hoopers!) in Youii{:.«to\Mi. 27 are licnrd 
over WKBN, 2 are licard over Station B and 
1 over Station C. No won«ler the Youngatown 
audience has formed tlie lial>it of tuning to 
WKBN for its favorite programs. This* is a 
Hstening hahit that can 8er\e lo promote your 
products in the greater YoiingstoMn area . . . 
one of America's 25 larcest markets. 



1 



Source: Voungxiau-n, Ohio, Fatt-W inter Reiiort, Oct. '-tS thru 
Feb. 'J7, r. E. Hooper^ Inc. 



WKBN 0 

COLUMBIA BROADCASTING SYSTEM ' 

T;yOUNGSTOWN, OHIO Repfesented by 

5 000 WATTS . 570 K.C. RAYMER 



A GREAT 

Southern Market 



: Population 

Combined: 1,000,000 
Urban only: 131,000 

Johnson City 34,000 

Klnssport 33,000 

Bristol 30,000 

Eliiabethton . 20,000 
Greeneville. . 8,000 
Erwin 6,000 

Industry 

Plastics 

Textiles 

Bookbindins 

Hardwood floorins 

Hosiery 

Rayon 

Silkmills 

Furniture 

Foundries 

And many others 

Agriculture 

Tobacco: 100,000,000 

pounds sold annually 
Beans: World's larsest market 
Dairy 
Poultry 
Livestock 

Tourists 

Heart of TVA recreation 
area. Gateway to Great 
Smoky Mountains 

Wealth 

Hishest income bracket 

Sroup in South 
Richest and most thickly 

settled rural communities 

in South 



V/JHL is the only full time regional 
station serving this area. Thirty- 
two BMB counties with 85,020 
BMB radio homes. V/JHL is "most 
listened to" in ten of its 32 BMB 
counties 



John E. Pearson Co., — Reps. 



910 Kg 



WJHL 



5000 Watts 



Johnson City, Tenn. 
ABC Full Time 



MR. SPONSOR ASKS 

{Continued Jrom pcige 33) 

peat that such a man is really needed 
only when the client has enough radio 
to warrant it. 

Tom Rc: vi-re 

Vp and Chairman Plans Board 
Donahue & Co., New York 

_ An advertising 

vj, /^^^ V director's job is 

mjr primarily one of 

1 enunciating px^licy 

'\T'~^9ll^^Hv ^"'^ standards to 
tiie advertiser's 
agency. The 
^Jl^ ^^JP agency may be 
^^L^^ "^ ^y presumed to have 
^^^^^^^^^B the necessary 
skills in all media 
to carry out the advertiser's objectives. 

Consequently, there would seem to be 
no need for a radio advertising director 
except possibly with those few clients 
whose number of programs and expendi' 
tures are so large that the agency's effi- 
ciency of operation would be better 
served by providing a specialized repre- 
sentative of the client. 



From the package producer's fxjint of 
view, which necessarily is concerned less 
with policy and standards than the crea- 
tive execution of programs week in and 
week out, a client's mdio advertising 
director is likely to add confusion to the 
operation. If this seems a non sequitur, 
consider this analogy. A general decides 
strategy, but the G. 1. fights better under 
lieutenants and sergeants who are part 
of his outfit and understand immediate 
and local problems as they arise. Let 
us recognize that few radio advertising 
directors will limit themselves exclu- 
sively to the policy function. Being 
ostensible specialists — the word "radio" 
is appended to their titles — they will, 1 
suspect, have a tendency to participate 
also on the program operation level. 

Package producers as a group are ex- 
tremely sensitive to the human equation 
in broadcast operations. It is an axiom 
among us that the fewer "expert" voices, 
the fewer chances for losing the creative 
and artistic values of a program, whether 
it be a cheap mystery or an expensive 
theatre of the air series. 

Sherman H. Dryer 
Independent Program Proditcer 




/. fin ST 



Till 



AGAIN NO OTHER HAS 
MORE LISTENERS ~« 



AGAIN WCPO RATES 
1st IN USTENERS 



AUGUST 1947 

HOOPER INDEX 


WCPO 


frfTwOlf 


NFTWOK 
tTAIION 


NfTWOIK 

JTAIIOH 


ITAltON J 


'B* 


c 




■£■ 


TOTAL RATED 
TIME PERIODS 


30.6 


12.2 


15.2 


22^ 


18.2 



ASK BRANHAM 
FOR FIGURES 



llliliattd Kith thi 
CINCINNITI POST 
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SPONSOR 



signed and unsigned 



Spxutdc^ PeMxi^tnel Cltcin(f.eA, 



NAME 



FORMER AFFILIATION 



NEW AFFILIATION 



Adeic Abel 

Artllur <;. Alter 

Wayne II. lieaudette 
Ray lirewster 

Charles S. Itridats 

Ralph S. liutler Jr. 

Kd\vard 11. Clalhoun 
Thomas Emerson 
Paul J . Geden 

Robert (J. Ilazolton 
Richard L. lIofTman 

I». M. Ilutchlns 

Raymond II. KCasser 

Charles W. Kaufnian 

Sydney I). Mahan 

Michael McKone 
Arthur R. Mertens 

Charles A. Mooney 

Leslie M. \V. Veville 
Eric G. IVrry 

Karl \V. Plasterer 
l>. M. Purpus 

('arl E. Rofters 
Wilfred S. Rowe 

R. D. Sutherland 

Leo A. Terrill 
Alarftarct TulHs 
\V. Nlurray Wilshire 



(3ohania Fabrics div Cohn- 1 hill -Marx Co.. adv 
mflr 

Hoitbif^ant Sales Corp., New York, art, purchases 
dir 

llaf^f^ard ^ Marcusson, Clilcaf^o, adv m(^r 
Frederick Stearns & Co. dlv Sterliiif^ l>ruft Cc»., 
Detroit 

Llbby, McNeill & Llbby, <:hlcafto, vp In charfte 

sales, merch, adv 
Henry Souvalnet New York, head 

Jaques Mffi. Co.. Chicago, adv, sales prom dlr 
Eversliarp Inc., New York, vp, ften sales mftr 
Revlon Products Ciorp., New York, adv head 

Paris & Peart. New York, acct exec 
Foote. ('one & Iteldinf^, Chicaf^o, research dept 
ofc niftr 

National Radiator Co,, Johns town« Pa., adv, 
sales prom mftr 

Kasser Distillers Products Corp., Philadelphia, 
vp In charfte adv, merch 

<;eneral Foods Corp., New York, asst mftr re- 
search, development ,\ 

(^rosley div, Avco Manufacturing Corp., sales, 
adv head 

I. Miller & Sons, New York, adv mftr 

Household Products dlv S. C. Johnson & Son, 

Racine, Wis., sales prom mftr 
Elizabeth .\rden Sales (^orp., New York, vp, ften 

mjir 

Norm, New "iork, acct exec 
Army 

Oklahoma City Oklahoman and Times 

Western Auto Supply Co., Kansas City, Mo., 

asst adv mftr 
John F. Jolke (Jo., Chicago 

Joseph Dixon Crucible Co., Jersey City, asst sales 
prom mftr 

Rollers Majestic Ltd. and De Forest Radio Ltd., 

Toronto. Eastern dist mftr 
Kelloftft Sales Co.. in charge doft food, new prods 
White House. San Francisco, asst adv mt^r 
Pre-Mix div. Pillsbury Mills. Minneapolis, (^en 

sales, adv mftr 



Sapphire Hosiery (Jorp., New York, adv, piihl dir 

Apex Specialties Co., New York, sales prom, adv niftr 

(^ueen Anne Candy Oi., Hammond. Iiid., adv mfir 
Lorraine Conipounds Inc., New York, pres 

Same, dir 

Maxwell House Coffee div (>eneral Foods Corp.. New York 

sales, adv asst 
American-Marietta Co., Chicago, adv dir 
Same, vp. asst to pres 

Cohama Fabrics women's wear dlv Cohii-llall-Marx Co., 
adv mgr 

Rubsam & llorrmann llrewing (>>.. New York, adv mftr 
Admiral Corp., Chicago, asst adv dir 

Jones & Itrowii, Pittsburgh, same 

Same, bd of dirs 

Same, research, development dir 

Same, expanded adv, sales prom, puhl rel dept head 

Davlsoii-Paxon (>>., Atlanta, adv mgr 
Same, sales mgr 

Lentheric Inc., New York, vp.dir 

Wilt Inc., New York, vp in charge sales, adv. prod 
American Aerated Water (Jo., St. John^s, Newfoundland, 

adv. sales mgr 
Walkers Inc., Dayton, Ohio, adv mgr 
Same, adv mgr 

Fred W. Amend Co.. Chicago, adv mgr 
Neptune of New Rochelle, New York, adv mgr 

Same, radio, appliance div, asst gen sales mgr 

Campbell-Mithun. Minneapolis, Chicago, acct exec 
Same, adv mgr 

Same, div vp in charge sales, adv 



NAME 



FORMER AFFILIATION 



NEW AFFILIATION 



(Jarlton Adair 

Fred D. Adams 
Charles Alsup 
Marie Andre 
Ralph B. Austrian 
Dorothy J. Ayres 
Sheldon F. Berlow 
LeRoy V. Hertin 
Victor C Bloede III 
Thurston Bradshaw 
Cordon C. Braine 
Howard C. Calne 
Fred Chapman 
L. M. Clayberger 
David A. Collins 
John W. Corbett Jr. 
Barton A. Cummings 
Nancy Dabney 
Dorothy Day 
Charles Gibson 
Wilmer E. Guodroad 
Mltchel Grayson 
John L. Gwynn 
Clemens F. Hathaway 

Henry H. Haupt 
David Hillman 



Adair & Assocs.. Los Angeles, head 

CKRC:, Winnipeg, CFAC. Calgary 
Packard-Bell Co., Los Angeles, adv mgr 
M. Andre. Los Angeles, owner 
RKO Television. New* York, pres 
Olian. St. Louis 
Army 

Harold C. Meyers & Co. 
New York World- Telegram 

Lever Bros.. Market Research Dlv, Cambridge 
Imperial Radio Productions, loronto, prog mgr 
Monterey Peninsula Assn. 

Aetna, New York 

U. S. Dept of Interior 

Maxon. New York 

R. II. Macy & Co., New York, copy dept 
WJW, Cleveland, women*s commentator 



Free lance producer-writer. New York 
Erwin. Wasey, ( hicago, traffic mgr 
J. Walter Thompson, New York, exec dir con- 
sumer panel 
BBD&O. Chicago, vp, dir 
Hillman-Shane, Los Angeles, owner 



George Wassells, Los Angeles (absorbed Adair & Assocs) 
acct exec 

Cockfield. Brown, Winnipeg, acct exec 
Buchanan. Los Angeles, acct exec 

Ernest N. George. Los Angeles (companies merged), vp 

Foote, Cone and Belding, New York, vp in charge TV 

Same, timebuyer 

A. W. Lewin, New York, acct exec 

Viking Advertising Inc. (new). New York, partner 

French & Preston, Washington, acct exec 

Seidel, New York, acct exec 

N. W. Ayer. New York, radio research dir 

E. W. Reynolds. Toronto, radio dir 

Ad Fried, Oakland. Calif., acct exec 

L. C. Cole, San Francisco, acct exec 

Kurk & Brown, New York, acct exec 

Kight. Columbus. O., acct exec 

Compton, New York, acct exec 

IIirshon-(farfield. New York, acct exec 

Bon Marche. Spokane, radio dir 

Sheldon Ritter, New York, acct exec 

National Advertisers Inc. (new), Eau Claire, Wis., partner 
Kenyon & Eckhardt, New York, Superman dir-producer 
Same, media dir 

Geyer, Newell & Ganger, New York, acct exec 
Same, In charge office 

Mayers. Los Angeles (absorbed Hillman-Shane), exec 
capacity 



OCTOBER 1947 




NAME 



FORMER AFFILIATION 



NEW AFFILIATION 



J;inu <« \\ . itiill 
li.irry M in-hitiJ 
Kuili Jlllul^on 
11. V Ki ll> 
\r(liiir J. Ki'inp 
l.d K:i(.r-.ni* Jr. 
r:iiil Luiiiiford 
Wlllhitii il. LimIs Jr. 
liim.ird l.liikoll 

Km'I> II I.J III! 

WlllLiin Moali* 
Miirfiurt-i fliiri Nt-lson 
I'liuiiias W . .NtirNW<iri l>j 
I'oiiiniy Ui*> iioidh 
John \\ . Klt'lniioiul 
Joe Ulius 

Jfrtiiiii' l{ol>inK 

l>;Mid l<)l(ll>d(,0 
lljritara 1.. Siniili 
Kobrri II. Slirii 
Sj Ivhi -Skmu* 
\liu't*iii J. SwffiU'j 
Tuul *IVrrv 
I). L. riitirp 
\V. 11. I Iv hcndorf 
( li-rry Todd 

(lordoii (t. \'uiidi*rvs-.irker 
l<t»hi*ni:iry \\:iki*lii*ld 
( >i>ori!i> J . \\':iish 
Kobi'ri Wt'i'iiolKi'ii 
John K. \\ hiic 
Sandy WuoK 
ilowiird ']*. W'orden 



linn ^ lli-ndi>rNon, l>:ili;iw. piirfni'r 

J. V\:iilt-r *i'lu>nit>hoii. .Ni->\ ^drk, aici vxvc 

Kii>nuind U. Morftuii. floll>>\ood, (Inulniyi-r 

.M(-< Iiinn-Frickhoii, Ni-w ^'ork 

IK'h Molni'M Ki'^iMcr und 'I'rlhuni*. iidv MalT 

Kotii-rs ^ Snilfh. I.uh Angclcb. radio dir 

KuNtor, 1 iirrt'li. Chi*t»li*y & Cliflord. ^«rk, 

Wtiiiir L. Uuh< iis, (JilcaAu. latdilon acci vwc 
AlKi. .Nt w ^Ork. hcripi \\rlti-r 
Olhin, St. LouIn, tliiu'huyir 

KAfK., Siiii .Viilonlo. thfcf aiinounci'r 

Murman & Mar<|uciu', 1loiiyHo<:d, Judy Canuva 
MioH dir 

Alrcrali .Machlii<*ry ('orp., Ilnrhank, Calif.. prCN 

I'eaiuuoni A 1lohni:)n, Oninha 

(;ahaii:in. TDriibiill, New ^Ork, tlnifhiiyer 

Harry J. La/arUH. (Jhlcago 

(^n-cnlifld-llurHtln, New York, copy dir 

Navv 

U adi', Chicaau 

(liinlss-Wrljilu Corp.. l.<>uls\ ilfc, puhl rcl dir 



J<»hn A. rinncran. New ^'ork, aict eiec 
Vouiit! & Kubicani, New York 



independent picture producer 



Janu'M W . Ilufl. Adverilhlnft (new). Daliart, owni-r 
Conipiun. New ^tirk, >-p In cliar^e drufi prodK 
\Vi>h(irii. Loh Anfteleft, (Inieliuyvr 
KuhM'li T. Kelly, Hamilton, Oni.. radio dir 
Same. vp. ftruup head, Columbia Kei'ords :icc( 
K. II. (^ury, l>es Moinen, acci ckec 
IrwIn-Ali'lluAli, Hollywood, aeei exec, producer 
<.<inipion. Niw \<irk.;u'i:t exee 

MohN & Arnold. Niw ^ork. >p in charge acci developmeni 
\\ . II. Doner, (JhlC;iAo. radio dir, ;ieci exec 
Kockinore, .New ^Ork, radhr dir 
.Same, radio dir 
Mc(^ariy, Dalian, aect exec 

('ollintfCuikitk'.^'ihwvrke & Wild, yan Antonio, radio dir 
\\ . K. & J. Adverilbina (luw), HufTalo, partner 
.Same, radio dir 

Hooker '(.'oupt r, I. ok Anfteles. acci exec 
K:ticlirc\ Dallas, jcci e\ec 

^'ounii & Kuiftcam, .New ^'ork, new business depi 
.Schram. ChlcaficK ucct exec 
Allred-Ceorfte, .New York, media dir 
Hunter S'coti, rrehiio, acci exec 

Morgan, Adv. (new branch), Los Angeleti, acct exec 
National Advertlserw Inc. (new), Kau Claire. Wis., partner 
/imnier>McClaskey>Klntner, Louisa ille, acct exec 
Kex. Detroit,. radio continuity head 

Itenton A. Bowles, New ^ ork, group media coordinator 

.Swaney, Drake & Itement, Chicago, tiniebtiyer 

(«iinn>.Mear!t, New ^'ork, acct exec 

.Sherman ik Marquette, .New- ^'ork, radio supervisor 

\V. K. J. Advertising (new-),, Buffalo, partner 

.\. Jnmes Rouse. Los .Angeles,^ acct exec 

Cieyer, .Newell and («anger. .New ^'ork, Kelvlnator acct exec 



Spxutio^ Pe^t40H4tel QUcuufe4. 



(Continued from page 10) 



NAME 



FORMER AFFILIATION 



NEW AFFILIATION 



Beverly HIIIh Kurd Co.. Bevtrly Hills. Calif 

Itluhill Foods Inc.. Santa .\na. Calif 

Border (^ueen Ko<idH. Los .Angeles 

Boston (Consolidated (iasCo,. Bojtton . . 

Brusol. Larchmont. .N. \.. . 

Itunu <*o.. IMilladelphla 

Burrougli BniH. MfC Co.. Baltimore 

C^illfornla Air (Nille^e. I lollywoi>d 

Cttltone C<irp.. .\nahelni, Calif. ... 
(uinipbell Sonpi'o.. Philadelphia 
Casio's l*ork Roll, 'I'renton. N. J. 
Robert Charles Hat Co.. IMilladelphIa 
<^»ca-Coin Bottling <'o. of (Chicago 
Cuchrun ^ Celll. Oakland 

Consolidated (>rf>cers Corp., NN'csiern Crocer div. 
.Marshailtowo. Iowa 

Cosmo KIectronlC6 Corp.. .New ^*ork - . . . . . . 

Creaniei le Co, of C!anada Ltd.. Winnipeg . . 

Dr. Tepper Bottling Co.. Los Angeles , . . . 

Ronald K. Duke Co.. Los .Vngeles 

Dumnni .S:iles .Associates. I'raneis H. Leggelt ^ Co. 
dIv. Ne\\ ^'ork .... . . 

Kaglc-LIon l-'ilnis. .New York . , 
Kgaii & ihiiisman, Long Island City. .N. V. . . . 

Kills Importing Co., Philadelphia 

I*. \V. Flich Co.. Des Moines .... 

Forest .\ir Products. .Nutley. N. J.. . ...... 

(General Bandages inc., Chicago ... 
(*n:irantee Fnrnlture <'0., Oakland 
James llanley <^i.. Now ^'ork 

History Book <'lub. .New York. . . , . 

Iloni-Art Foods Inc.. Chicago . . 

Houston Flight .Service. Los Angeles . . . , 

Howard Knitwear Co.. .New ^'ork . . . ... . . . 

J ud>- .\nn Blouse Co. . New ^'ork . . ....... 

kallaher Coal Co. Inc.. Paw tucket. K. I 

Kern Food Products. Los Angeles. . . - 

Knox Crutcfilield. Lynwood. \'a. . . . 

Kosher F<Hid Products Co., .New ^'ork . . . ..... . 

I.nne <Ilotlies Inc., .New ^ ork 

I.as \'egas t^'hainber uf Commerce^ Las Vegas. Nev. 
l.ohello .Spring Water .Soda Co., Providence, K. I. 
KdMiird B. .Marks .Mnsic Corp., .Now ^'ork . 
Matey Co.. New York. 

.Moldetl Brick Products Co.. Los .\ngeles ... . 
.Naluitls Products (^'o., Manchester. .Mass. 
.National Chiropractic As^n., Webster City, Iowa 
.Nova-kelp .Marine Concentrates Ltd., Toronto. 
Parke, l)a\is \ Co.. .Neu York 
Parmanente Foundation Hospital. Oakland 
Penny-Ousie.'k" .Music Co.. Los Angeles. . 
Pierce's Proprietaries Inc., HufTalo. .N. 

Rudin I'nrnit lire (^>., Los .Angeles 
S *N W I'ine Food?* inc., San l-rancisco . 
.S;iifert iiuNivry .Mills inc., .Nfw ^ork 
Joseph Schllt/ Bri'wlngCo.. .Milwaukee 
Sllion't Jeweiers, Los .Vngeles 
■Mlverwood Western i>uirles Lttl., Winnipeg 
.standard Brewing <:o.. .Scranion. Pa. 
State of Khodr Island. Civil Si-rvUe Div 
Supi-rlor .\ppllance Co., l'ro\ Idence, R. 1. 
Superior Coal Co., Piovldeiice. R. I. 
S>l\ia Shoes. Ne« York 
"IVrry Slioi-s. Ni-« ^ ork 

I'ninsconilnenial <\ Western .\ir Inc., Kiiiis-.is Cilv, 
Mo. 

I . .S. Paper ^ ll.iriluiire Co.. I.os \ngeles 

\alU-> Market lown. \ an .Nn> s. Calll . 

\ aitderble .Scliool of Phi»tograiih> . I.os \ii|ieles 

\<-si;il Clu'nili'ul Co., St. I.ouls 

W tishliigi4»n .Stale Iruit ( :oni inis.slon . Se;i 1 1 le 

\\»-iha-Ware C<i., Ni-u ^4»rk 

/i-nIlh-(.odley Co., N^ w ^ ork 



Ford dealer Irwin-.Mcf lugh, Los Angeleit 

Food products (jlasser-ijalley. Los Angeles 

Liquid starcli Jim Ward, Hollywood 

Public utility . ■ (*abot. Boston 

Skin fotfon. Deutsch & .Shea, .New York 

Shampoo, hair medications Abner J. (ielula, Philadelphia 

Pharmaceuticals . . . Roman. Baltimore 

.School Irwln-McHugh, Los Angeles 

(citrus juices . . Jim Ward, Hollywood 

Soups. . . Robert Otto, New York, for export(adv 

Food product . Abner J. (ielula, Philadelphia 

(Quality Club Hats. Abner J. C'elula, Philadelphia 

Coca-Cola . . . Christiansen. Chicago 

Chevrolet dealer Ad Fried. Oakland 

Jack Spratt pr<iducts, (.^hticolate ('ream 

Oiflee, Brown Beauty Beans . L, W. Ramsey, Davenport, Iowa 

Repair-f i-yourself radi<i . . Joles Llppit, New ^'ork 

l*repared foods . Stcwart-Lovlck and Macpherson, Winnipeg 

Soft drink ■ « Buchanan, Los .Angeles 

.Novelty mir . Atherton. Ilollywood 

Premier Foods Brfsaclier, Van .Norden. .New ^ ork 

Motion pictures . .Monroe Creenthal. .New \*ork 

Paint .... ..... Will Burgess. New York 

Tastbest coffee . J. .M. Korn. Philadelphia 

Hair preparations . II. 1 1 . I layhurst, Toront^i 

Deodorizi*r. . II. Ilayden 'I'wiss, .New ^'ork 

Gauztex self-adhering gauze Karle Ludgin. Chicago 

Furniture... .Ad Fried. Oakland 

Beer . . Hixson-O'Donnell, .New York 

Books . N. W. .Ayer. .New- ^ork 

Baking mixes . . (Gordon Best, Chicago 

Packaged instruction John F. Wlilteliead. l^os Angeles 

Knitted appitrel Posner-Zabin . .New ^'ork 

Blouses l*osner-yabin . .New ^ ork 

Coal. Advertisers' Service. l*aw tucket 

FiHid products . Lockwood-Shackelford. Los .Angefes 

Old \irginia Waterground Corn Meal ...Courtland O. Ferguson. Washington. O. C, 

Food products .Adair & Director. New York 

Men's clothes . Hanson, Cerber & .Shaw , New- ^'ork' 

'Fravel . . West-Marquls. Los .Angeles 

Soft drinks, water de Sauve-Plne, l*rovidencc 

Music publishers ]*osner-/abin, .New- ^'ork 

Soft drink. . Badger ^ Browning ^ Hersey, New- ^'ork 

Brick products , . . Klitten ^ 'I'fionias. Los .Vngeles 

Glashern window- cleaner .. (~>strof1 ^ Sipel. Boston 

Public relations W. W. .Mac(«ruder. Denver 

Medicines . . . Rus.sell 'I.'. Kelley, 'Foronto 

Retail pharmacist campaign ^'oung ^ Rublcam, New- ^'ork 

Hospitals. . . lloni(}-(ioopir, San I'rancisco 

.Music publishers Bass-Luckufl, Hollywo<.'d 

Colden Medical Discowry, Favorite Pre- 
scription. 11. II. fla> hurst . I'oronta 

Custoni-hurit furniture .... . . Ilunlir, I.os .Angeles 

(banned foods .... . Footo. (^ine ^ Beldlng. San Francisco 

Hosiery ... J. W alter 'Fhonipson, .Niw ^ork 

.Schliiz beer Younti Ruhicnni, .New ^ ork 

Jewelry llaKs-Luckofl, IIoIlyw<M)d 

l>air> products .Stewart-Lovtck ami .Macpherson, ^^ innipeg 

rru-.\ile Beer . Hix.soii-O'Doiinell, .Ne» "^ork 

Bo Bernstein, Pro«Ulenci> 

Household afipliances Ben Kaphin. IVovidence 

Coal .... Ben Kaplan. Providonce 

Women's Shoes . . Julius J. Rovven. .Now- ^ ork 

WtinieiiS shoes. . Julius J. Ro«en. Now ^ork 

Air travel . BBD\0. New ^ ork 

Mfrs. distrlbntors f r\\ In-McHugh, Los XniJelos 

■Shopping center Jliii Ward. Ilollyvvood 

School .. . Iruln-Mcllu)ili. l,os \ngeles 

W:i\-rliv Moor w.ix . Ollaii. St. Louis 

Insiliutlonal P.icitit* N:itlonaI. Seattle 

Women's rainwear Mking. .Now York 

Boned chli-ken. turke> (toorge P. Buente, Ne^« York 



in downstate 
ILLINOIS 

i»'s- 

w 

M 

X 

MT. VERNON, ILLINOIS 

• ike 04ilif, Ut<Sefi e4i Je4ti 

SouiUe/ut OUuuUl at 
one lata AM-^M .taie 

• ' i 

-■**?■ 

WMIX-AM 1,000 watts . 
WMIX-FM 15,700 watts 

represented by 
JOHN E. PEARSON COMPANY 



BLOCK PROGRAMING 

(Coii/itiiieri /roni \>agc 48) 

p.m.-to-iiiidnight Jamboree oflcrcd a pic- 
ture cf himself recently and received more 
than 76,000 requests from 39 states and 
Canada. The best indication of what 
block programing has done to the Cin- 
cinnati market is the fact that WKRC 
went on a partial block basis on Septem- 
ber 29 and WCPO takes the plunge in 
this direction on October 13. 

Practically all FM stations are being 
programed on a block basis, while 
most television stations have un- 
covered sports as their only block- 
program material. 

While music and news are generally 
tops there are times when it's wise to 
forget the news side of the formula. 
Tliat's when other stationsjn the area 
have developed the news habit of listen- 
ing for themselves. Then block program- 
ers come up with other devices such as 
WARL's schedule in Arlington, Virginia. 
This independent outlet, which is fourth 
in the a.m. among 13 stations in the 
Washington, D. C, market and fifth in 
the afternoon (it's daytime only), has a 
telephone quiz three minutes every hour. 
It also plays hillbilly music very heavy. 
Evidence of how this combination of 
music and phone quiz works is shown 
not only in its rating but in the fact that 
between September 3 and 24 it pulled 
2,917 orders at $2.50 plus postage for 
Protem, a reducing product. 

Block scheduling is an indication of 
local station programing" coming of age. 
In a clear-cut manner it's a variation of 
what FCC chaimian Charles R. Denny 
asked for at the NAB convention — the 
equivalent of press buttons on a radio 
receiver reading "dance music," "fea- 
tures," "news," "classical music." Actu- 
ally block programing is the equivalent 
of many more buttons than four. Even to- 
day it also represents "drama," "audience 
participation," "folk music," and "quiz," 
with any number of new forms of block 
programing about to be tested. 

And the listeners which an advertiser 
will buy will, like the circulation of any 
other medium, be a matter of record. 
It won't make timebuying any easier 
but it will make it a science, not crystal 
gazing.^ 

Nor does it indicate the end of star- 
studded network programs. There'll 
always be an audience for first-run mo- 
tion pictures, for the legitimate theater 
on Broadway, and for all forms of live 
sporting encounters. Block programing 
doesn't replace anything. It adds a new 
assurance for those who want to buy 
circulation, not build it. 
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and reaches a 
$103,629,000 buy- 
ing power! 

For the fourth straight year, authenti- 
cated listening surveys conclusively 
prove that KMLB has more listeners In 
Monroe and Northeostern Louisiana 
THAN All OTHER STATIONS COMBINED! 
In (ad, KMLB is the ONLY radio facility 
clearly heard in this rich area! 
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TAYLOR-HOWE-SNOWDEN 
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BONUS RATES 

FOR A 

FULL YEAR 

Our power will be in- 
creased to 5000 watts — 
day and night, Jan. 1st. 
All orders received by 
Dec. 31st 1947 will be 
accepted for one year at 
our present rates, 

THE BEST RADIO BUY IN 
SOUTHERN CALIFORNIA 



"San Diego's Community Station" 

SAN DIEGO HOTEL SAN DIEGO, CALIF. 

National representative w. s. grant 



.•Aft tv*'* 
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Orfrctt in Chififo 
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St. Loult * Loi Ansrifi 
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for iviilabilities write 
O. R. Wrighl, Sales Manager 
Porler BIdg., Kansas City, Mo. 
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AGENCY RESEARCH 

(Con finned Jrom page 47) 

house" — Daggett & Ramsdell, Lehn and 
Fink, Pharma-Craft (Ting), Revlon, and 
Chesebrough — appreciated that the re- 
search study was made as guidance for the 
agency and these five manufacturers in 
handling future advertising. The same is 
true of this agency's study of insurance 
which was made at approximately the 
time its account, John Hancock, had de- 
cided to buy the Boston Symphony 
through BBD&O against the recommen- 
dations of McC-E executives (sponsor 
September). 

A number of small agencies feel, as does 
Stanley Keyes, Jr., of St. Georges and 
Keyes, that agencies shouldn't have full 
time research staffs or departments. 
There is, according to Mr. Keyes, a 
tendency to keep the research staff busy 
whether or not there's a real reason for it, 
since they're on the payroll. Keyes, who 
was at one time with the research depart- 
ment of Erv^'in, Wasey, contends that it's 
wiser to farm out research projects to 
qualified research organizations, the 
agency retaining the right to approve the 
means and methods of each project. 

As a matter of record, there are very 
few agencies or clients who do not farm 
out a sizable fXJrtion of their researching. 

More and more agencies are working 
with colleges having research courses. 
BBD&O, for instance, works closely with 
Syracuse University's Dr. Harry Hepner, 
who heads up what is kno\^Ti as the 
Onondaga Panel. They call Ufwn the 
panel of 1 ,000 families for special project 
studies but no continuing qualitative 
studies are being made. There are "listen- 
ing groups" like the O. P. all over the U.S.^ 

One thing is certain, research in some 
form or other is employed by every agency 
in the U. S. which has a single account 
with a billing of over $500,000. It is also 
true that agency research has won con- 
siderable respect from independent re- 
searchers and those engaged in "pure 
research" (i.e., research initiated for the 
purpose of establishing some economic or 
sociological truths without regard to the 
relationship of the end product to sales). 
Research units at agencies today have 
two immediate major objeaives — first, to 
sell their own organizations on the 
efficacy of research, and, second, to re- 
move the onus of existing solely to justify 
what the agency is doing. 

After these two objectives are achieved 
there is research's entire job to do. In 
radio this includes removing, as far as is 
humanly possible, guesswork in broadcast 
programing and broadcast advertising. 

SPONSOR 
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Television will be commercially com- 
pt'titive with other advertising media 
within 17 months. That conclusion must 
be reached on the basis of David SarnofT's 
speech before the NBC Convention in 
Atlantic City (September 13) and later 
addresses by Frank Mullen, NBC vp. 
Samoff stressed the fast-growing size of 
the medium and warned broadcasters not 
to join the talking machine companies 
and silent motion picture producers in 
the business discard. 

His figures of 150,000 to 175,000 tele- 
vision receivers in use by the end of 
1947 mean a potential audience by that 
time of over 1,000,000. His figure of 
750,000 sets by the end of 1948 should 
mean an available audience of 5,000,000 
by that time. This potential makes TV 
an advertising medium now and one of 
the biggest by the end of next year. 

His talk, being addressed to station 
men and not advertisers, did not touch 
upon the cost of producing commercial 
television programs, but he did stress to 
station men that local station operation 
need not be expensive and that there 
were hundreds of local television pro- 
grams waiting to be scanned by inde- 
pendent station operators without fan- 
tastic costs. 

Practical Frank Mullen brought into 
the light the fact that NBC was prepar- 
ing to syndicate television programs on 
film and stated that they would be, in 
part, photographed direct from the face 
of the kinescope (the receiving tube). 
Both the press and station men present 
to hear Mullen's talk saw demonstrations 
of the ofT-the-kinescope recording and 
had it explained by Nick Kersta, NBC's 
television manager While problems of 
unions have not yet been settled they 



can be and no doubt will be licked 
shortly and thus enable a sponsor to 
create a show in New York or Hollywood 
and ship it to stations all over the coun- 
try for re-telecast. Already NBC is ship- 
ping film (not photographed from the 
face of the tube but regular NBC feature 
and newsrcel film) to a liniited number 
of stations and the syndicated formula is 
rapidly being developed. Through syn- 
dication, network coverage is being ap- 
proximated, with the 'idea that when 
coaxial cable and relay stations are in 
operation the shift from film networking 
to live networking can be accomplished 
with a minimum of trouble and disloca- 
tion of station operations. 

Coverage is still a vital "if" in com- 
mercial television. Here it was FCC 
chairman, Charles Denny, who brought 
a touch of new thinking to the field. 
Denny in his talk before the NAB Con- 
vention itself (September 17) projected 
a brand-new idea, a TV operation that 
would require only a transmitter and an 
antenna and would be served by radio 
relay from a central studio. In other 
words he indicated for the first time that 
the FCC might liberalize its policy on 
stations originating a minimum number 
of programs and that the idea of satellite 
stations was no longer abhorrent to the 
Commission. He called upon broad- 
casters to let the FCC know what they 
thought about the idea. Through this 
formula it would be possible, Denny 
pointed out, for a broadcaster to get into 
television without mortgaging his busi- 
ness, to develop television with his AM 
(standard broadcasting) earnings. One 
of the needs for this is the tremend- 
ously increased cost of getting into TV 
under present conditions. 

To the sponsor this means that it's 
possible that national TV coverage is 
not a thing of the far-away future. 
Denny underlined what Mullen had 
hinted at, that shortly it would not re- 
quire millions to be a telecaster. Tiie 
result was that about 15 broadcasters a 
day talked to NBC and about 30 to 
FCC men about entering the field. 



When WWJ-TV telecast the Silver 
Cup Regatta under the sponsorship of 
the Detroit Edison Company it used 
landmarks of Detroit for its commercial 
story. A camera was located on the top 
of the 15-story Whittier Hotel at the 
river's edge and when it came time for a 
commercial the camera focused on dif- 
ferent plants of the Detroit Edison and 
told the story of what the plants meant 
to the Motor City ... the cost just the 
writing of the continuity by the Camp- 
bell-Ewald advertising agency. * ♦ • At 
WFIL-TV's opening last month (Sep- 
tember) it had 10 sponsors. They were 
Judson C. Burns, Marcus Printing Com- 
pany, U. S. Rubber, Bartel's, the Drake 
and Brighton Hotels, Del-Mont Motors, 
Dewees, Mort Farr, and Ballantine's 
Beer . . . and WFIL stated that many 
more were ready to be signed when pro- 
grams were ready. Jerry Fairbanks, first 
Hollywood film organization to produce 
films especially for TV, announced dur- 
ing September his interim (small num- 
ber of viewers available) price schedule 
for the first television motion picture 
mystery series. Public Prosecutor. Rights 
for New York will cost $1,500, for Chi- 
cago and Los Angeles the fee is $750 each, 
and for Philadelphia and Detroit the fee 
is $500 each. Washington will cost $400, 
St. Louis $400, and Schenectady $300. 
Rights include two repeat showings of the 
film in the same market. There are disr 
counts for a sponsor buying a multiple 
market * * * First test of WBKB's sell- 
ing power brought in direct sales of an 
item retailing at $2.19 from one out of 
every 38 set owners viewing the telecast. 
The figures were computed by Morton 
K. Tuller, market researcher for the 
station, on the basis of the average num- 
ber of viewers on Tuesdays at 8:30 p.m. 
when the program was presented. * * * 
Pabst's presentation of the professional 
football games over WNBT in New York 
is said to have produced the greatest 
sale of Pabst Blue Ribbon Beer in the 
history of the distribution of that prod- 
uct in metropolitan New York. 




Officially, as of September 17 there 
were 978 FM stations authorized by the 
FCC, of which 278 were operating. The 



Commission is just as pro-FM as it was 
a jear ago when the chairman reported 
that there were only 66 stations trans- 
mitting. It is still their feeling that FM 
must eventually replace AM as the stand- 
ard broadcast service. * * * The Petrillo 
(AFM) situation is still no better on FM 
as SPONSOR goes to press. Live music 
over the Continental Network, the FM 
web that operates for the most part with- 
out network lines, has been stopp)ed for 
the time being but there is some expecta- 



tion that the music problem involved 
will be overcome. Back of the ban is 
Petrillo's feeling that the stations ser- 
viced must have live orchestras. Petrillo 
is committed to a future of music in 
radio in which no station that doesn't 
employ musicians will have network ser- 
vice. 

In the case of FM and TV he believes 
that there is no legal piecedent, that he is, 
as far as these two arts go, back in the 
pre-radio and pre-sound picture days. 
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SPEAKS 

The New Code 

Broadcasting has a new code, after 
several years of operating on a quasi'Code 
basis. For the sponsor of a network pro- 
gram the changes from the present rules 
which govern the actions of network con- 
tinuity acceptance departments are neg- 
ligible. To the national spot advertiser 
and participating-program user the code 
presents a challenge, since copy will have 
to be tighter and no doubt in some cases 
costs will rise since stations will be re- 
stricted in the number of commercials 
the>' may carry in any 15-minute petiod. 
Three minutes in any 15, which is the 
new code maximum, can't possibly be 
stretched to carry more than three ad- 
vertisers effectivety. 



Q)w-catcliers, liitchikes, and opening 
billboards are not prohibited by the code, 
they just have to be better handled and 
must be part of a program, not an ap- 
pendage framed by a few musical notes. 

I'ractically any product is acceptable 
if its handling is in good taste. 

With respect to the question of time 
allotted for commercials on niusical clocks, 
there is every indication that because of 
the rapid turnover of audience between 
six and eight a.m. the three-minute re- 
striction will be relaxed for that time. 
The NAB Board of Directors at their 
November meeting will consider all the 
objections of independent station opera- 
tors and adjust the rules of the code as 
passed at the convention where they 
think it is in the interest of the industry 
and the public to do so. 

As Justin Miller pointed out, it is the 
intention of the industry that the code be 
a living thing a live yardstick by which 
the industry may judge its performance. 

Generally the NAB Code is not as 
tough as network rules and regulations. 
It's good in a very broad way. How the 
broadcasting stations of the nation use it 
will be what counts. The FCC stated at 
the convention, through its chairman, 
Charles Denny, that the burden con- 
tinues to be on the licensee himself and 
he cannot pass that burden to the NAB 
or any other organization. He also said, 
however, that a station's not living up 
to the industry's minimum code would 
be taken into consideration in determin- 
ing operation "in the public interest." 

The long trip up the road to a better 
airway has been begun. That's good for 



the public, the advertiser, and the indus- 
try, too. 

Radio Must Be Sold 

Sponsors are still without a central 
source to which they can turn when they 
desire facts and figures about the use of 
broadcast advertising. 1 1 was hoped that 
something to promote the use of broad- 
cast advertising would be formulated at 
the recent National Association of Broad- 
casters Convention. Nothing of that 
kind happened. When the subcommittee 
on the subject made its report the latter 
was accepted and the committee dis- 
missed with a new one to be appointed 
to implement the report. The report was 
inadequate. It suggested, for the pro- 
motion of the medium, a 40-minute 
motion picture filmed to reach industry 
at its highest level. The picture idea is 
good but broadcasting needs something 
besides a film to sell it. It needs a well- 
integrated campaign. 

"Broadcast advertising pays." It may 
be recalled that SPO.sSor ran the first of 
a series of full page ads on that subject 
in its March issue. The remainder of the 
ad series was postponed because Spo.vsor 
decided that the job of devising an over- 
all campaign to sell radio should fall to 
the NAB. We will continue to campaign 
for consistent industry promotion— by 
the NAB, by the networks, by stations, 
in fact by all who work in and live by 
broadcast advertising . . and until 
such a campaign is bom we will do every- 
thing in our power to spread the good 
words — "Broadcast advertising pays.'' 



Applause 
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An Association for Spot Broadcasting? 



The health of the radio industry depends upon the solid 
financial condition of its stations. This in turn depends upon 
the spot business, local and national, that each station docs. 
That's because the greatest part of a station's income comes 
not from its network commercials but from its own com- 
mercials. There can be no truly healthy broadcasting with- 
out a vigorous spot business. 

For years the industry has talked about the good that 
would come from an association of station representatives, 
the men who contribute so much to the business of the 
nation's stations. Paul Raynier now has the ball rolling. He 
ui«d two pages in a trade publication recently to tell the 
industry of spot radio's importance and why those who sell 
it must get together to form a fighting, progressive, trade asso- 
ciation. 

Almost immediately Edward Petry announced in another 
two-page advertisi-ment that Ix' was 100 per cent for such an 



association as he and Raymer had talked about previously. 
With Petry and Raymer both for such an association there 
is better than an even chance that one will come about; and 
that spot radio, through a joint effort, will gain in many 
directions. 

Station representatives have come a long way when men 
like Raymer and Petry talk of a joint spot promotional group 
— augmenting the almost solo Sf)0t promotion effort of John 
Blair who has devoted page after page of advertising space 
for several years to sell not the stations he represents but the 
segment of the industry he serves — spot broadcast adver- 
tising. From such a joint effort only good can come — in 
stature for the field itself, in increased use of the medium, in 
better understanding of spot advertising, in increased respect 
for spot advertising from both the stations who carry it and 
the advertisers who use it. 
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R.idio IS barely p.ist its t\\eiit\-hl'th 
birtlulay. Relatively few tan ilaiin IS 
years' experience in the broailcastini; 
industry . . . ami Jarncii few can boast 
of 18 years with the same station. 

But that's the history of EUion A. 
Park, whose only full-time employer 
during his 3S years has been WLW. 

He's in a rut, you say? Then con- 
sider: In his 18 years with The Nation's 
Station, Eldon has come up from part- 
time office boy to Vice-President in 
Charge of Programs . . . with adminis- 
trative responsibility for the million 
dollars a year WLW spends on pro- 
j;ramniing. 

As everyone who knoN\s him will 
testify, there's no secret behind the 
success of this "Horatio Al^er of Cros- 
ley Sc]uare" other than conscientious 
hard work and \i^orous enthusiasin 
for the job. 



One tenet Park li\es by, however, 
has served him well . . "encourage 
new talent— never ^ive newcomers the 
brushotf." Because as he looks back 
over the lon^ roster of radio stars who 
be^an their careers at WLW, he's con- 
\inced there's plenty more where they 
came from. 

Under Park's supervision, and whh 
the able assistance of C'het Herman and 
Milton Wiener, the WLW Pro^;ram 
i')epartment is a smoothly-functioning 



organization comprisetl of scores of 
writers, producers, directors, musicians, 
announcers, and talent of all types. It 
is more than aclecjuately ecjuipped to 
turn out anything from a spot an- 
nouncement to a full hour ot musital- 
\ ariety . . . and do it in the professional 
manner which has won the station many 
top national awards for program ex- 
cellence — has built and retaine<.i one 
of the largest, most-loyal audiences in 
the world. 




A BIG 



BUCK 



FOR YOUR 



DOLLAR 




• To pOund more i/ales out of|Northern Ohio's 
billion dollar i^iarkct and pjound 100 cer^ts 
back into your dollar . . . cjhoose WJW, 
Cleveland's Chief Station. 

At W'jW we still maintain your dollar's worth 
in advertising value. Through better local pro- 
gramming, a higher listener acceptance. WJW 
gives you the opportunity to create more and 
more sales per dollar. 
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850 KC 
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REEO COMPANY 



